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What's 
Cooking? 


Plenty! FARM JouRNAL farm families, like 
the Stolbas, eat 37,000,000 more home- 
served meals a week than an equal num- 
ber of urban families 

These extra mea y day, every 
month, every year—create an extraordl- 
nary interest in home-cooking. Here ts a 
measurable example of that extraordi- 
nary interest. 

A national advertiser—using a black 
and white page advertisement in FARM 
JOURNAL—offered a collection of cookie 
recipes that had been gathered from FARM 
JOURNAL subscriber 

Many advertisers will know that a mag- 
azine, with 3,000,000 subscribers, could be 
expected to pull approximately 18,000 


responses over a 6-month period. 


The Stolba family « manty 


Actually, FARM JOURNAL did produce 
more than 50,000 responses in the first 40 
days, and will produce a total in excess 
of 75.000 

In other words, FARM JOURNAL is per- 
forming as though it were a magazine 
with 10,000,000 subscribers, yet its space 
rates are based on 3,000,000! 

This example points up a most signifi- 
cant fact: FARM JOURNAL not only pos- 
sesses all the proven power of a specialty 
magazine, but it delivers, at low cost, the 
kind of mass results associated on/y with 
mass media 


Nothing influences farm families like a 


farm magazine—and no farm magazine 


means so much to so many as FARM 
JOURNAL, the biggest in the countr\ 


. Oklahoma, as featured in Farm Journal 


The magazine 


farm families everywhere 
depend on... 


the slipsheet for iseue of Jun 17,196 


an informal ‘‘f.y.i.’’ before you read the issue 


You're a media executive. What's in Sales Management for you? 


That thought running through your mind as you heft this issue? Get 
the impression that our editors didn't have you in mind? True, Sales 
Management is edited for and about your customers and prospects, not you. 


But look at it this way... 


How to Sell Against Imports (page 33) of direct interest to media sellers. 
Important advertisers--from the "nuts & bolts" type to the "glamour" 

kind, facing rising competition from abroad. Advertising strategies, 
investments due for "panic* revision in many companies, industries. Your 
advertisers may be among them. Marketers from abroad are bright, many 


using American ad agencies & media (again--yours?) to sell over $15 
billion in imports. 


7-Up (page 36) peaks its year's advertising in December, not mid-summer. 
Contrary to industry. In this story, you can get close to 7-Up's Ben 
Welle, v-p and director of sales and advertising, and his supporting 
cast of marketing executives. You'll see how, why, when, where the ad 
budget is sliced. Who gets it, who doesn't. Intimate glimpse of way 


these experts plan. How they think. 


Okay, 7-Up isn't important to your publication. You're industrial. 
Then look at Easy Way to Analyze Industrial Sales (page 45). We're 
dealing, here, with a division of Miniature Precision Bearings, Inc., 
and the problems of interpreting current customer activity for future 
sales planning. Same problem faced by any industrial marketer, regard- 
less of size, products. Same problem your advertisers & prospects 
face. Can your publication help industrials (1) locate new markets? 
(2) serve existing markets in greater depth? (3) create better under- 
standing of products, service, quality? Point: Bet this story will 


give you at least one first-rate sales or promotion idea for your 
medium. 


Advertising Weathervane, a few pages later, gives you a fix--no matter 
what industry you serve--on anticipated ad increases needed to move 
existing inventories. This feature can help you forecast your sales. 


As we said, the magazine serves the executives in charge of sales & 
marketing for national and major regional marketers. Men who control 
the budgets. Men who insist on sales results from their most important 
sales tool--advertising. Not so remote, afterall? 
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What makes 


Want to buy a 99¢ typewriter that 
won't write? Or make huge profits 
growing mushrooms in your cellar? 


Looking for a sure cure for bald- 
ness, a lifetime companion, a 
yublisher for your new novel, or a 
ceatetibe only three feet under water? 


Every day, a new assortment of 
unique opportunities like these 
crawls out from under the mail in 
the Minneapolis Star and Tribune 
advertising department. Some are 
merely hilarious, some are in bad 
taste, some naive and others frankly 
vicious. Some are marvels of ingen- 
ious word-carpentry that must be 
studied with a cynic’s eye before 
their misleading intentions stand 
revealed. Tossing out such stuff is 
an important part of running the 
advertising side of a good family 
newspaper. 


Keeping unethical and question- 
able advertising from seeing the light 
of print is no sometime crusade for 
newspapermen. Both display and 
classified ad columns must be policed 
with persistence and organization. 
For example, a 35-page guide book 
is needed to contain the advertising 


acceptability standards of the Min- 
neapolis Star and Tribune. And each 
year these newspapers turn down 
more than three-quarters of a million 
dollars’ worth of advertising that 
fails to meet standards of truthful- 
ness and good taste. 


The hot white light of indignation 
now aimed at misleading advertising 
nationwide is giving the whole adver- 
tising industry a chance for a closer 
look at ethics and ideais. Rather 
than remain content to bask in the 
glow of rectitude, good newspapers 
work hand in hand with advertisers, 
agencies and authorities to increase 
their vigilance and improve their 
methods of safeguarding the public 
(and thus their own) interest. 


In the Upper Midwest, the “Big 
Clean-Up” is no new idea. Forty-six 


a newspaper great ? 


years ago, America’s first organized 
attack on false and questionable 
advertising began here as the Minne- 
apolis Advertising Forum’s “Vi 

lance Bureau,” which grew into 7 
nation’s first Better Business Bureau. 
Today a Minneapolitan, James S. 
Fish of General Mills, chairman of 
the board of the Advertising Federa- 
tion of America and 1959-60 presi- 
dent of the present Minneapolis 
Advertising Club, is spearheading a 
national, all-out campaign for good 
taste and honesty in advertising. 


Through continuing efforts to up- 
grade newspaper standards, both 
advertising and editorial, the Minne- 
apolis Star and Tribune strive, day 
after day, to maintain the respect of 
their readers, earned over the years 
as thoughtful and reliable spokesmen 
for the 3's state Upper Midwest. 


Minneapolis Star and Tribune 


EVENING 


MORNING & SUNDAY 


660,000 SUNDAY 


JOHN COWLES, President 
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This is a 
Fickle-brained 


Dime off-er 


A bird in the hand 
is still worth 
you-know-what 


. . it still costs less to keep a cus- 
tomer so/d than to sell a new one. 
Let us show you how to keep 
your customers sold— how to build 
business that repeats and repeats 
—with your own customer engi- 
neered premium plan. 

Cost ? You decide that. You pay 
for your individually-tailored pre- 
mium service plan after you 
profit from it. Not before. Let us 
tell you more. 

Write, wire or phone collect— 
ATlas 8-9315. S-3. 


remium 
ervice Co. Inc. 


Founded 1897 


SUBSIDIARY OF 
THE CURTIS PUBLISHING COMPANY 


195 North St., Teterboro, N.J. 


2 Sales Management 


June 17, 


1960 


Sates Management 


MAGAZINE OF MARKETING 


June 17, 1960 CONTENTS 


Vol. 84, No. 12 


Advertising 
Co-op Advertising—Ignorance Is No Excuse 
What's Up at 7-Up That Makes December Hot? 


Compensation 


What's in the Final Paycheck? 


Forecasts 


Basis for Ad Boom Grows 


General Management 
The 10 Biggest Mistakes Executives Make 
+8—Keeping the Staff in the Dark 


Leadership 
The Co-operatives’ Murray Danforth Lincoln 


Marketing 
How to Sell Against Imports 


Personal 

What Are You Doing About Estate Planning? 
Pricing 

The Last Great Price Fix 


Sales Analysis 
Easy Way to Analyze Industrial Sales 


Sales Meetings 
Chevroladies—A Sales Manager in Every Home 


Sales Training 
Can the Mobil Method Lick the Service Bugaboo? 
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Survey of Buying Power July 10 This Year 


Because of delays in the release of revised figures on 1958 
retail sales by the Bureau of the Census, vital to us as a bench- 
mark for projecting 1959 retail sales by states, counties, cities and 
Metropolitan Areas, the Survey of Buying Power release date has 
been moved up from the usual May 10 to July 10. 

This year the Survey of Buying Power, dated July 10, will carry 
for the United States and Canada, population estimates as of 
January 1, 1960, and estimates for the year 1959 on net Effective 
Buying Income and retail sales, plus cash farm income figures for 
leading agricultural counties in the U.S. 
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when it’s a case 
of going places... 


Executive Offices: 630 Third Ave., New York 17, N. Y. YUkon 6-4800 in style/ 


HIGHLIGHTS 


DON’T FORGET YOUR OWN ADVANTAGES 


In all the heat about “too much competition from 
imports” and the sweat over tariffs, one of the best 
ways to fight back is often overlooked: pushing the 
particular advantages of U.S. products. Here’s how 
six top marketers size up the situation Page 33 


LINCOLN’S CO-OPERATIVES ARE BIG BUSINESS . its a 


Murray Danforth Lincoln admits to occasional Z é Oo 
musings on the benefits that owning such a leading , {U} q] (2 
grocery chain as A & P would bring to his “peoples’ 


enterprises.” Meanwhile—the co-op network he guides ye. a -Vali Sse 


is growing, spreading, diversifying Page 61 


sy 


HEAVY ADVERTISING ROCKS ANOTHER THEORY 


By selling a theme—and advertising—Seven-Up has 
reversed the soft drink field's mid-winter slump. But 
then this company has a history of moving against 
the usual in its industry. Page 36 


‘GUIDE’ SPELLS OUT LEGAL CO-OP DEALS 


The FTC now clears up the confusion about what's 
OK what's not, in co-op advertising. But its very No matter how many thousands 
lucid new “Guide” has also removed marketers’ big- of miles you “log” each year, 
gest alibi tor illegal ck als - ignoran ec. Page 83 this molded,slim, beautifully accel 

5 toured case will always do you 
proud. TUFIDE “Tra-Valise” is 
virtually indestructible, always 
SST RSE ee inoc Gabe a thames eateued 
like, thanks to Stebco patented 
features. It's lightweight, easy to 
handle and carry ... holds busi- 
ness papers plus change of 
clothing ...is dust and moisture 
proof. Also available with modi- 


DEPARTMENTS AND SERVICES fications for your specific needs. 


Important feature: the one-piece 
aluminum frame with the patented 
Advertisers’ Index From the Editor’s Side Pocket 7 Handle-Lock - ++ locks open and 
closes instantly, securely, with a 
Advertising Weathervane Letters single touch. 


See “Tra-Valise” at your favorite store 


Call Report Marketing Newsletter or weite 


Corporate Close-up Scratch Pad STEBCO PRODUCTS 
Chicago 7, Ill. 
Dynamarketer Significant Trends . 


Custom Cases, too, especially designed 
Executive Shifts They’re in the News with your business in mind 
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NOW! SAVE 85° 
ON EVERY DOLLAR 
YOU BUDGET FOR 
CONTEST PRIZES! 


CONTESTS UNLIMITED, INC. 
WRAPS UP A “PRIZE” 
PACKAGE AT 85% OFF 

LIST! OFFERS COMPLETE 
SERVICE FROM CONTEST 
IDEAS TO CONTEST 
COMPLETION! 


Sure, it’s important to line up the 
right prizes at the right prices for 
your next contest. That we do blind- 
folded. 

But what about lining up all the 
details of your contest—the follow- 
through, if you will, that will make 
your contest effort more appealing, 
more effective, more profitable. 
This we do, too, but with our eyes 
wide open. And we do it all: 


Provide prizes * 
Process entries 

Legal approvals 
Delivery of prizes 
Obtain celebrities 

for drawing and 
judging winners 
Original contest ideas 
TV exposure 


For full details on how to save 
time, money and your nerves, 
write today to: 


Contests 


Unlimited, Inc. 
Dept. 32 
1780 Broadway, New York, N. Y. 
PL 7-9445 


KA partial list of brands 
available as prizes: 
Westinghouse, Amer- 
ican Motors, Admiral, 
Puritan Sportswear, 
Eastman-Kodak, Water- 
man Pen, Mitchell 
Reels, Pan-Am Airways, 
Arpege by Lanvin. 
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Working a 7-day week to deliver the 
goods in Million Market Milwaukee 


A daily shopping habit for 9 out of 10 Milwaukee families Any way you look at it... 
. With personal net income averaging $50,000,000 weekly, Mil Milwaukee is Qa TOP TEN market 
waukee is always in a good buying mood Retail sales are over (statistics besed on o survey of the nation’s 20 largest morkets) 


$30,000,000 weekly! And every day, The Milwaukee Journal . . : 
‘ : Median income per family... ____.__ _- 
serves as a shopping list for 9 out of 10 families in this 1,189,000 


Per ceat of families with incomes over $7,000____6th 
metropolitan area. Want to join the list? You can do it at milline . a e é 

Median value of single dwelling units....... .__. 
rates 20% below the average for newspapers of comparable size z : 

Retail store sales per family* 

F t il 
Member of Million Market Newspapers, Inc. = ae = ye tet 
Automotive soles per family......... ....._._.. 
General merchandising store sales per family... _- 
Detroit, 438 New Center Bldg.—Los Angeles, 3450 Wilshire Blvd Eating-drinking place sales per family 


San Francisco, 111 Sutter St * Excluding moil orders and other nonstore sales 


The Milwaukee Journal 


AMERICA’S MOST COLORFUL NEWSPAPER 


New York, 529 Fifth Ave.—Chicago, 333 N. Michigan Ave 
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Follow the LEADER 
in Philadelphia 
and its suburbs 


National Analysts, Inc. survey show 
Bulletin leads in readership by 
in Greater Philadelphia homes with 
7 Carl J. Nelson Research, Inc. study 
hat The Evening Bulletin leads in readership 
ts in Greater Philadelphia familie 


suburbs, where Greater Philadelphia is 


7. 


ef f. 


growing fastest, A.B Reports for 1950 


and 1959 show 


The Evening Bulletin's Suburban Circulation Grew 
TWICE AS FAST As The Morning Inquirer's 


+4564) + 19% 
+ 20,490 t 9% 


Evening Bulletin 
Morning Inquirer 

The Evening Bulletin’s Suburban Circulation Leadership 
TRIPLED . . . from 11,611 to 36,762 
and Ut! 16,762 leaderst p does not 


n lude the 


Follow the leader in Philadelphia and its suburbs 
The Evening Bulletin. 


In Philadelphia Nearly Everybody Reads The Bulletin 


The Evening Bulletin Leads in Circulation and Readership 
...iIn Philadelphia and in Suburban Philadelphia 


MILLION MARKET NEWSPAPERS 
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What Makes a 
Salesman Sell? 


One of the spt akers at the NSE 
convention in Buffalo was Gordon 
Nereim, vice president of The 
E. F. MacDonald Company. He 

} 


said there are three egg 


g in the 
salesman-motivation baske 


s 
t 
“The first motivation egg, Man 
igement tells us, is cash Next 
Management tells us that praise, 
recognition honor awards make 
Johnny run rhirdly, it is the bet 
ter things of life that a salesman 
vants for himself and his family 
the luxuries, that motivate him 
These three do constitute what 
make him sell But Management 
otter pl wes them in the wrong 
order, such as they are here rep 
resented, because we have found 
orking with thousands of 
i annually, that the proper 
t importance in the sales 


Things and 


mens minds is this 
praise re uppermost and cash is 
it the bottom 

The primary motivating factors 

lesman’s life are the bette: 

the better living, and rec 

ish is just a necessary 

in ¢ nd ( ash is not wh it 

for, but what cash will 

his ego-salving in the 
ruins 4 

; qua rel 

wish I 

remember whe it was who 

flered an even simpler answer to 

} tivates a salesman He 

t behind every trulv su 


salesman is a woman who 


intl } 


savs she has n thing to 


A Dissenter on Motivation 


Another sp iket it the NSI 
ri Worthington 


regional manager of the 


en n was (, 


Hipple 
Fedders ( orp His solution to bet 


motivation is better education 


better training for the salesman’s 
b. Hipple pointed out that most 
ilesmen get into their field by 
iccident or desperat on, that everv- 
body except the salesman gets 
training for the job—doctors, den 
tists, lawvers plumbers brick la 
rs, vou name it 
Ive seen the sales manager 
vho found that the best top man 
agement would give him was an 
$8,500-a-vear sales trainer. Don't 


ve all rail at the school svstem? 


Does this ring a bell: ‘How do you 
expect to get good teachers at the 
prices they pay?” 

‘If vou could get a man who 
could really train your salesmen 
he should be worth at least fifty 
thousand-a year to your company 

Dont give vour salesmen an 
incentive with spiffs for doing 
what he is paid for, or a trip to 
Las Vegas, a range, a freezer, or 
a plaque for first place Give him 
i solid education in his life’s work 
ind he'll be eternally grateful.’ 

Messrs Nereim and Hipple 
spoke on different davs and so far 
is I know didn’t get together later 
to resolve their conflicting points 
of view. Incidentally, the Fedders 
Corp., Mr 


one of the biggest users of incen 


Hipple’s emplover 1S 


ve awards for its dealers, in the 
trips ind cruises to do 

tic and foreign resorts. SM, in 

its issue of December 18, 1959 
told the storv of a recent Fedce 


convention in Rome 


We Don’t Run! 


] don’t know ibout vou. but | 
ilwavs wonder what sort of image 
the copywriter has of his audience 
when he writes a commercial urg 
ing vou to run down right now to 

mi ighborhood druggist or ta’ 
ern to get whatever it is that is 
being touted. Ever know anvbod\ 
who rushed out immediatel who 
even walked or rode, to sa 
ing of running? 

There Ss al chap OVCT ith Ni 
named Joe Kesslinger who 
to get a lot of fun running an ad 
vertising agency, J]. M Kesslinger 
& Associates. Periodically he gets 
out a personally written house or 
gan in which he lets loose on what 
ever interests him or bothers him 
most at the moment. I mentioned 
“running down to the store” be 
cause he reminded me of it on the 
one page of his little magazine 
where he permits himself a “com 
mercial” for his own business. He 
points out that the most important 
ingredient in an ad is a persuasive 
idea that will stick in the memory 

an idea that ultimately will ring 
a bell and lead the consumer t 
the actual sales 

In the same issue he asks 
whether, as a nation or as indi 
viduals, we have become weak. A 
nation is a collection of individua's 
As individuals we never had it so 


Sales 


looking 
for your 


product... 


IEN is read for only one reason — 
product information. 
Every month— 

¢ 77,017 men 

* in more than 40,000 plants 

¢ in all of the 452 

manufacturing industries 

read IEN from cover to cover 
searching for products to solve 
their problems. 
What better place could there be 
for your product advertising .. . 
and what better timing? Your ads 
in IEN are right at the “point of 
purchase”. . . not just with the 
industries you normally sell but 
throughout all industry . . . where 
new markets are developing almost 
daily. 
And the cost is surprisingly low .. . 
under $200. For despite a recent 
circulation increase, IEN has not 
raised its rates. Write for our nine- 
section Media Data File. It’s yours 
for the asking. 


good for selling 
.. . because it’s 


used for 


buying! 


INDUSTRIAL EQUIPMENT NEWS 
461 Eighth Avenue, New York, N. Y. 
Thomas Publishing Company 
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FOR THE MANUFACTURER 
WHO HAS EVERYTHING! 


(Well, Almost Everything!!) 


He’s the manufacturer with a good product, good pack- 
age and good distribution set-up. What more could 
he want? MORE SALES, of course! 


If you happen to be in his position in Central Iowa, 
WHO-TV can help you reach and sell more people, 
at low cost. 


The popular Early Show (4 p.m.-6:05 p.m. Monday 
through Friday) is a good example. It starts with a 
fast-paced cartoon segment* for kiddies, then features 
a full-length movie* for mom, and signs off with news 
for dad . . . gives you an average of 67,515 viewers 
per quarter hour, at only $1.18 per thousand! 


Results? You bet — plenty of them! And this is only 
one of many outstanding values on WHO-TV, every 
day of the week. Ask PGW for availabilities. 


*MGM Package # WARNER BROTHERS b anguard 
Showcase Package *® NTA Dream Champagne 
Lion’ t SCREEN GEMS Sweet ¢ ® HOLLYWOOD 
TELEVISION SERVICE Constellation’ # M and A ALEX 
{NDER Imperial Prestige *% PARAMOUNT LIBRARY 


imd hers 


NSI SURVEY 
DES MOINES-AMES AREA 


SHOW — TOTAL AUDIENCE PER QUARTER HOUR 


November, 1959] February, 1960 Percent 
Increase 


VIEWERS 54,832 67,515 19% 


HOMES 27,410 32,150 23% 


WHO.-TV is part of 
Central Broadcasting Company, 
which also owns and operates by ve 
WHO Radio, Des Moines e 
WOC-TV, Davenport Channel 13 - Des Moines 
NBC Affiliate 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
lo Robert H. Harter, Sales Manager 


‘e: 
tie Peters, Griffin, Woodward, Inc., National Representatives 
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good. Nobody is hungry any 
longer. Hunger of one kind or 
another drives people to extraor- 
dinary physical ae | mental activ- 
ity. “But nobody with all his mar- 
bles is going to advocate a return 
to poverty to toughen the pos- 
teriors of the population and put 
some iron back into sagging spines. 
So what to do? 

“I give you Kesslinger’s Theory 
of Planned Activity To Counteract 
the Debilitating Effects of Easy 
Living Let us launch a na- 
tional movement. I'm not kidding 
Here's a slogan—GET OFF YOUR 
DUFF AND DO SOMETHING— 
ANYTHING! The activity can be 
anything from athletics to hiking, 
walking, dancing or hobbying. 

“If some of you bright readers 
take the lead in selling Planned 
Activity to your church, your local 
social and civic groups, maybe we 
can get it off the ground and 
America can be on its way to re- 
covering its once famous and fabu- 
lous energy. Come on—live—it can 
be fun.” 

So perhaps we might be better 
off if we did follow the advertiser's 
injunction to run down to the near 
est store. We won't do that. of 
course. But when vou look at the 
sturdiness of our Communist ene 
mies, it's frightening to observe 
the descendants of American pio- 
neers who carved civilization out 
of the wilderness dropping dead 
from heart attacks when they 
shovel a few inches of snow off 
the front walk 


You're Always ‘On Camera’ 


We know a city-bred man who, 
as part of his training for the ad- 
vertising selling force of a farm 
magazine, was taken to an auction 
show of voung bulls. Without be- 
ing aware of it he had the habit of 
fingering his Adam’s apple when 
he became excited You ve prob- 
ably guessed it: He was the most 
surprised man in the hall when the 
auctioneer pointed to him and said, 
“Sold to the young man in the 
third row for $750.” I was re 
minded of it when “Red” Motley 
sent me a circular and a note read 
ing, “This makes a lot of sense.” 

The circular was about a new 
organization in New York called 
“Executives on Camera,” headed 
by John F. McCarthy, a veteran 
of twenty vears of broadcasting 
Yesterday, McCarthy points out, it 
was the conference table, the 
speaker's platform, and in person 
contacts. Today it is closed-circuit 
television, live television, taped 
television company-produced films 


You can destroy the image you 
are striving for by not knowing 
technical situations that are a part 
of cameras, cables and confusion; 
and through bad mannerisms that 
even your best friends won't tell 
you and “yes-men” cover up 
' Things you probably don’t know 
about yourself: Whether long shots 
or close-ups show you to best ad- 
vantage; whether or not you 
tighten up and look like a graven 
image; m Bon you talk out of the 
corner of your mouth—or “teeter” 
instead of standing firmly—or bob 
your head—or scratch your ears 
or lick your lips. 

Granted, we can’t become Cary 
Grants, but those of us who are 
called upon to make public appear- 
ances, especially in a new medium, 
could stand a bit of coaching 


Beds—King-size Pushed 


You would search far and wide 
before you found a man who gets 
more solid enjoyment and satisfac- 
tion out of his job than the under- 
signed and yet once every so often 
I must admit that I envy some of 
my friends in huge corporate out- 
fits that can afford to spend big 
money today in the hope of divi- 
dends a decade hence 

Right now I'm thinking that way 
about people at U.S Steel Corp 
They're both so well cushioned and 
far-seeing that they're starting a 
campaign to get you and me to 
switch to king-size beds. To do 
this they are distributing a book- 
let called: “The Wonderful Wacky 
World of Sleep,” the idea being 
that if we use bigger beds we'll 
have to buy more spring and mat- 
tress wire. Of course they hope it 
will be wire by U. S. Steel, but 
thev know that the consumer isn’t 
going to specify a brand name for 
that component of the bed. They 
are so well entrenched that they 
don't have to worry about the fact 
that a successful campaign will 
build added business for Bethle 
hem, Republic, Inland and other 
competitors. They'll get their full 
share, perhaps more, if the idea 
works 

And that’s about the only way 
old, stable businesses will grow 
faster than the population growth 

by creating wants that will in- 
crease our per capita consumption 


RD LARGEST 
PAARKET 


LLING 


pers serve 279,700 ps 

y. Use the Argus 
and Dispatch to s« 
159,200 Qued 


X 


56% live on the Illinois side. 


ROCK ISLAND ARGUS 


MOLINE DISPATCH 


REPRESENTED BY ALLEN-KLAPP CO. 


LOSING SALES IN 
MINNESOTA’S 4th 
LARGEST MARKET? 


You are if you're 

depending on a Minne 

apolis daily paper to sell 

the Moorhead-Fargo 2-county, 
2-state “metropolitan” market 
You get less than 8% coverage 
compared to the 9-out-of-10-family 
coverage of The Fargo Forum — 
Moorhead News 
Moorhead-Fargo’s 105,400 people 
are Minnesota's 4th market, North 
Dakota's Ist market and the 
largest market between Minne 
apolis and Spokane! 


20 counties in 2 states, but only 
one market of 315,100 people, 
solidly sold by only one newspaper 


— THE FARGO FORUM. 


THE FARGO FORUM 
Moorhead News 
Largest circulation in North 
Dakota and western Minnesota 


Sales Management June 17, 1960 


CHILTON’S 


10 Sales Management June 17, 1960 


How Hardware Age’s M-A-P 


delivers 


the help you need for 


PROFITABLE 
MARKETING 


There is no room for wasted effort in hardware marketing today! 


Selling must be concentrated where it pays off best. Which areas of 
the total hardware market are economically significant for your product? 
How deep should your sales efforts penetrate before reaching the point of 
diminishing return? Which type of distributors would be best for your line? 

The most authoritative guide to this and other vital information is 
Hardware Age’s M-A-P 


stems from Hardware Ag: ntimate knowledge of the booming $3 billion 


, complete Marketing Assistance Program that 
hardware market. For « iple, M-A-P offers you an up-to-the-minute 
Census of Retail Hardware Dealers. Survey findings can show you which 
dealers sell how much of what products. Comprehensive data on whole- 
saler operations provide an accurate key to effective distribution. A fully 
staffed research department is at your service. Mailing and merchandising 
orvies 


a brand name merchandise directory . . . printed profiles of 


the people you must sell . .. media information . . 


. and general counseling 
on marketing problems are other marketing tools you can utilize. 


Hardware Age’s M-A-P is an extension of the two factors which have 
made this the leading hardware magazine—editorial excellence and quality- 
controlled national circulation. Use it for more profitable marketing. 


Talk to your Hardware Age representative now. 


(hilton 


CONIPANY 
yhestnut and 56th Streets + Philadelphia 39, Pa. 


HARDWARE AGE assures you more than 
25,500 paid circulation among qualified hard 
ware retailers and their salesmen. In addi 
tion, you get more than 7700 paid circulation 
among qualified hardware wholesalers, their 
buyers and salesmen: and more than 2000 
paid circulation among specialty distributors 
and manufacturers’ representatives. Put 
lished every other week, it delivers fresh 
informative news, management guidance 
and merchandising ideas to eager readers 
who sell 60.000 items for use in home 
farm and industry 


RAROWARED EL | 


HARDWARE AGE 
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CORPORATE CLOSE-UP 


Demeter en 


The Stainless and Strip Division of Jones & Laughlin Steel Corp. 
rolled out a bright and shiny “whole new deal” for the distributors 
of stainless steel in what it calls Project 60, a program “unique in the 
history of marketing stainless steel.” 


Division President M. K. Schnurr immediately touches down to 
hard ground with the explanation, “ There’s nothing new or 


original about the — of the warehouse or distributor as a key 
factor in marketing stainless steel 


“They found the prospect, they sold him on the material, and as 
soon as he [the saaiiaeatt nel big enough, in far too many cases, they 
. th lost him to the mill. For years, stainless producers have been paying 
ts e lip service to the distributor's contribution to this industry. They've 
patted the distributor on the back with one hand and pulled his 
customers into the mill with the other 


‘ “Let's continue to be honest,” continues Schnurr. “We're doing this 
for completely sound and logical reasons. J&L Stainless needs the 
distributor.” 

' J&L is a relative latecomer to stainless production. In early 1957, 
the company acquired Rotary Electric Steel Corp., a stainless steel 


mill; and later that year J&L also acquired Cold Metal Products Co., 
a producer of steel strip. 


As a latecomer, J&L Stainless relied on distributors’ service 
centers to market most of the company’s stainless. Now, although it 
does some direct mill selling, it markets about 60% to 70% of its 

0. stainless through distributors. With Project 60, J&L is willing to 


let the distributors’ market take its entire production distributors 
willing and customers willing 


Highlights of the Project 60 support program include: increased 


storage and production facilities to assure prompt delivery to distri- 
butors; a $500,000 advertising campaign to run in leading business 
CITY and industrial publications, emphasizing the distributor as the man 
to call for stainless: use of Western Union Operator 25 to channel 


inquiries to distributors; a free, ready-made direct mail program for 
the distributor, carrying his imprint; technical support through litera 
ture for mass distribution by the distributor, and a technical service 
which includes laboratory and metallurgical specialist help 


in 


The announcement of open courtship of the distributor has raised 
some skepticism by the other mills. One of the reasons is un- 
doubtedly the open competition that has existed between distributor 
and mill. This is normal marketing practice in the stainless industry 
The mill absorbs the discount to the distributors.or sells at the 


distributor price (parity pricing) to the customer who buys direct 
° e Naturally, it is more profitable to sell from the mill if there is a sales 
EnOUs force and warehousing organization available. However, shipments 


of stainless are smaller, more specialized and more exacting 


J&L points out that it is doing nothing more than joining an 
existing situation willingly, and supporting it rather than fighting it 
Distributors now sell a major part of all stainless sold to large 
ROCKFORD MORNING STAR and diverse markets such as chemical equipment; aircraft and missiles; 
pulp, paper and textile; food and beverage equipment. In 1947, 


Rockford Register-Republic distributors sold just 18% of the market and in 1959 they had 41% 


Finest FULL COLOR Facilities J&L now accounts for about one-sixth of the total stainless pro- 
duction. To market this output, it is betting on the distributor 
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Triumphs 
of an advertising 
decision maker 


7 ier 


HE ADVERTISED ONLY TO A SELL-ECTED AUDIENCE 


A sell-ected audience means an audience of pre-sold, interested prospects—not 
padded with additional readers who aren’t in the market for your product. (In 
other words, to sell pants it’s smart to direct your message to folks who need, 
want, and are interested in pants.) Hearst Special Interest Magazines 
deliver only sell-ected readers who are biased—and in your direction! 


HEARST magazines 


ites 13 keys to the special interests of 13 groups of people « « « American Druggist 
Bride & Home « Cosmopolitan e Good Housekeeping e Harper's Bazaar e House Beautiful e Motor Boating 
Motor e New Medical Materia e Popular Mechanics e Science Digest e Sports Afield e Town & Country 
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SPREAD YOUR SALES STOR 


What products do you have to sell the Family Weekly market 
whose FOOD LISTS total $7'/2 billion? 


Family Weekly REACHES THEM—EFFECTIVELY, 


- ECONOMICALLY, IN DEPTH.. AND IN COLOR! 
ances baat is 
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to 87% of all homes in 
191 top market centers wit 


one ad MN... 272 722 7D 7 
Weekly 


To measure a market, examine how the people 


live—what they buy—yes, even what they eat. 


For instance, the families in the markets where 


Family Weekly has 20% or more saturation, 
spend over 7 4 billion dollars for food products! 
The grocers and food merchants who handle 
this business, ring up 15.3% of all U.S. food 
sales—much of it national brands. Probably be- 
ause they engage in 47.2% more national food 


FAMILY WEEKLY GOES INTO 4,896.8 
> ~-4 : Pm a- oneeeunen. i 
ON HE WEEK-END WHEN PEOPLE 
FF 
V 


t HOMES 
READ 
The week-end is relaxing time in FAMILY 
WEEKLY homes. The time for discussing family 
purchases, too. The perfect time to sell your 
product! 


FAMIL WEE LY GIVES YOU 87 COVERAGE 
IN 191 OTHERWISE UNDER-EXPOSED CITIES 

.. THE BIGGEST MARKET YOU CAN BUY 
IN SUCH DEPTH WITH A SINGLE MEDIUM. 
In 591 counties where FAMILY WEEKLY has 
20% or more coverage, FAMILY WEEKLY offers 


an average saturation of 53.1%. 


..»-WANT THE WHOLE STORY? 


Just contact 
FAMILY WEEKLY 


153 North Michigan Avenue CHICAGO 1 


Covering markets 
that do 15.3% of 
all U.S. retail sales... 


promotions than dealers in the larger, metro- 
politan cities. 

With this flourish of activity and local contro! 
of sales, you’d think this market would be bom- 
barded with pin-pointed, guided national adver- 
tising. When actually only one national media 
Family Weekly—does a meaningful saturation 
job—reaching in total depth this vital and im- 
portant segment of America’s marketing picture! 


FAMILY WEEKLY DELIVERS HIGH ADVERT 
ING READERSHIP PER DOLLAR. We can show 
you the actual figures! These are the UNsaturated 
markets where people read the ads carefully—and 
respond to them like mad! 

FAMILY WEEKLY MARKETS ARE 191 BIG CITY 
MARKETS such as Boise, New Haven, Schenec- 
tady, Canton, Santa Barbara, Racine, Springfield 
(Ill.), Trenton, Lancaster . . These are the types 
of large, prosperous cities FAMILY WEEKLY 
caters to so conscientiously. Large, yes. Yet these 
cities retain a certain unhurried quality that make 
them pleasant und profitable places in which to 
do business, 
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Each week over 7,460,000 families across the country 
turn the pages of TV Guide to find out. 

‘“‘Our readers rely on us to give them complete, accu- 
rate last minute information on programming,” said 
Mr. Nelson H. Futch, Merchandising Director. 

‘‘We in turn,” he said, “‘rely on Emery Air Freight 
to help us provide this information. For example, 
thirteen of the fifty-six editions of TV Guide are pro- 
duced in Radnor, Penn. The magazine is laid out on 
Monday. Wednesday night, Emery picks up dupli- 
cate galley proofs and delivers them the next morn- 
ing to our offices in Boston, Cleveland, Chicago and 
Detroit. Corrections are teletyped to Radnor up to 


— ¢,t { qT 
a i ;/ 


— 
—— 
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Friday night when the magazine goes to press. 

‘‘We also use Emery to make timed deliveries of 
advertising and merchandising material for national 
promotions. Because of the tight schedules we have 
to maintain, we must know where our shipments are 
and when they will arrive. We picked Emery because 
of their speed and reliability and, most important to 
us, because of Emery’s teletype control of shipments 
from door to door.’ 

Find out how Emery’s air freight marketing services 
can help you. Call your local Emery representative 
today. Write for free idea-packed booklet: “6 New 
Ways to Promote Your Products by Air Freight.” 


EMERY A/R FREIGHT 


ib, We 801 Second Avenue, New York 17, N.Y. “‘“EMERY— Worldwide Blue Ribbon Service’ 
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SM's Change as ‘Science’ Marches On 


Most sales and marketing executives got where 
they are today by being, in a sense, artists. Per- 
haps they were gifted salesmen; certainly they 
are leaders of men and are equipped with a rare 
degree of insight. 


Yet their jobs are swiftly becoming more and 
more deeply embroiled with the unfamiliar and 
often bewildering world of science and _ tech- 
nology. For example, the sales executive is told 
today that “The profits of competitors, at com- 
petitive equilibrium, are proportional to the cube 
of the reciprocal of brand switching.” And this 
is just one of twenty such “natural laws” of busi- 
ness developed by one organization, the Market 
Research Corporation of America. 


Of course, it may be well into the next century 
before such “laws” are on the lips of every mar- 
keting executive. Yet even today they serve to 
point up the dilemma of the sales executive, who 
finds it increasingly difficult to straddle the rapidly 
widening gap between the art and science of 
selling. The gap has been growing for years; but 
now it's getting too wide to ignore — and it's 
really just starting to move. 


Here are some of the strongest footholds of tech- 
nology in marketing: 


Promotion: Relative newcomer packaging re- 
search is already among the most sophisticated 
of marketing sciences, with super market “labora- 
tories,” full 3-year market tests and qualitative 
measuring devices. Advertising research, now 
mostly quantitative, promises major breakthroughs 
in a very few years. Large scale research pro- 
grams are now being undertaken in such areas as 
basic learning processes. Tests to answer more 
specific questions are in the wind. One possible 
question: How positive must an ad be to capture 
a maximum, drive away a minimum, of potential 
customers? 


SIGNIFICANT TRENDS 


Pressure is fast building up for more qualitative 
media research. It’s only a matter of time before 
audience profiles in depth become commonplace. 


Manpower: The pre-war phenomenon, aptitude 
testing, has thoroughly permeated hiring prac- 
tices, is fast gaining importance for upgrading. 
Scientifically oriented motivation consultants are 
throwing out many standard hellfire-and-brim- 
stone stimulating techniques in favor of erudite 
psychological approaches. 


Logistics: Complex batteries of electronic ma- 
chines are gaining widespread use in providing 
almost instantaneous reports of sales and inven- 
tory conditions, plus faster, more efficient ware- 


housing, shipping, billing procedures. 


Markets: Bigger, better computers spew out accu- 
rate short-term sales forecasts on a regular, up-to- 
the-minute basis. More important, breakthroughs 
in qualitative analysis of markets are promised 
within five years. One possible type: Researchers 
are convinced that certain combinations of events 
in a consumer's life are followed, in a high per- 
centage of cases, by the purchase of specific big- 
ticket items. Right now, work is under way to 
determine what events precede which purchases 
— and how to spot such events in advance. 


Planning: The development of techniques like 
operations research, systems simulation, etc., into 
useful tools for executive decision-making has top 
priority in many large companies. The purpose: 
to develop ways of employing computers to pre- 
dict the probable outcome of several possible 
courses of action, thus giving marketers an accu- 
rate basis for big decisions in pricing, allocation 
of funds, distribution, new products, etc. Already 
functional for some problems of an internal na- 
ture, these techniques will be expanded to include 
free-wheeling competitive situations in the near 
future. 
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SIGNIFICANT TRENDS 


(continued) 


Depending on the type of his business and the 
duties of his job, the sales manager may have run 
into just a few or many of these technical influ- 
ences. But no matter what, he'll run into more 
in the years to come. And, whethe: he considers 
a particular new child of technology to be a bless- 
ing or buncombe, it is indisputable that every one 
that comes along is a complex idea that must be 
evaluated knowledgeably. 


And, regardless of whether the executive's back- 
ground is a Ph.D. or star salesman, he must em- 
brace as many of the new techniques as he can 


-or be lost in the dust of competitors who do. 


There’ll Be Some Changes Made 


If the sales manager does embrace the new tech- 
nology, chances are that both he and his job 
must change. Here are a few of the ways in which 


this change will occur: 


¢ He will spend even more time studying and 
evaluating reports than he does now. They will 
be far more complex than anything he is used to; 
and it will require intense study to uncover their 
full significance. 

* Because of the complexity of these highly 
technical reports, and because the sales manager 
must know how they were created in order to 
evaluate them, he must have trusted lieutenants 
who are capable of “translating” data, both from 
outside the company and from inside sources. A 
failure to provide such help could easily result 
in a breakdown in communications between sales 
manager and technical departments. Other poten- 
tial hazards: acceptance of inaccurate data; failure 
to see the true importance of data; and, con- 
versely, an unwarranted emphasis on trivial in- 
formation. 


* Decisions must be made more quickly. Where 
automation makes up-to-date information avail- 
able for the first time, decisions that are put off 
for just a few days negate the value of the entire 
system 


® Because of increasing demands on time, the 
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sales manager will have even less real contact 
with his sales force. Delegation of authority be- 
comes still more important. 

* His salesmen’s jobs will change, too. In the 
respect that there will be more information on 
where the customers are and what they want, 
selling will be easier. But difficulties will arise: 
Competitors will have such information, too. And, 
assuming that customers also progress technically, 
buying decisions will be based more on scien- 
tifically determined needs. This will make it even 
harder to find wide-open situations where the 
salesman can really make his selling talents pay. 
* Major marketing moves will be made more 
boldly, frequently as forecasts and. projections 
become more complete. This means more oppor- 
tunities to draw wrong conclusions, make more 
increasingly expensive errors. 

© Sales executives will tend to have more and 
more influence in non-marketing phases of their 
companies. Importance will grow in such matters 
as what projects engineers should ‘push, whether 
new products should be created or old ones up- 
dated. 


® Selection and grooming of a second-in-com- 
mand will be even harder than now, especially 
if he might someday be expected to succeed to 
the top job. Upgrading a man from the sales side 
might mean a weakness in technical understand- 
ing; bringing in a technical man with no sales 
know-how could be disastrous. Finding a balance 
of talents in one man is difficult at best. 


° The “little guy” will get a break. As more 
and more advanced information becomes avail- 
able from outside sources, smaller companies will 
feel the pinch less of not being able to afford the 
elaborate research facilities of the bigs. 


But the most important change will undoubtedly 
be within the sales manager. He must learn — 
learn to evaluate so he can determine which new 
ideas to learn to use. He must learn to make them 
part of his everyday thinking. And he must learn 
to change quickly and without unfounded skepti- 
cism when change is called for. 
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‘Lhe New Yorker creates 


better reporting than any other peri- 


‘Thirteen years ago, I wrote 


The New Yorker on the occasion of odical. This 1s 
was in 1947,” 


as true today as it 


the Greenville Trial piece to say that 


the magazine had consistently done Leo Z. , , 
Walter Lipt 


Young Chicago loves to buy... 
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...the Chicago 
Sun-Times 


Don't all young families love to buy? Of course—but in Chicago 
there's a difference. In Chicago you can concentrate on 
suing families. Advertise in the Sun-Times: more than half 


its readers are men and women 85 and under! 


Send tor your copy of the 1960 Chicago Consumer Analysis. Now available. 
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Advertisers 
every year for 
10 YEARS OR MORE 


Allis Chalmers Manufacturing 
Company 

Aluminum Company of America 

American Telephone and 
Telegraph Company 

American Trucking Association 

Armco Steel Corporation 

Association of American Railroads 

Baltimore and Ohio Railroad Com- 
pany 

Bank of America, National Trust 
and Savings Association 

Bankers Trust Company 

Beech Aircraft Corporation 

Bendix Aviation Corporation 

Bethlehem Steel Corporation 

Boeing Airplane Company 

Borg-Warner Corporation 

Burroughs Corporation 

Chase Manhattan Bank 

Chicago, Burlington & Quincy 
Railroad Company 

Chrysler Corporation 

Cities Service Company 

Clark Equipment Company 


Colorado State Advertising & 
Publicity Committee 


Commercial Credit Company 
Dictaphone Corporation 


Distillers Corporation-Seagrams 
Limited 


Douglas Aircraft Company 
Eastman Kodak Company 


Electric Companies Advertising 
Program 


Executone, Inc 

Firestone Tire & Rubber Company 

First National City Bank of New 
York 

Florida Development Commission 

Ford Motor Company 

Garrett Corporation 

General Dynamics Corporation 

General Electric Company 

General Motors Corporation 

Goodrich, B. F., Company 

Goodyear Tire & Rubber Company 

Gray Manufacturing Company 

Halsey, Stuart & Co., Inc. 

Harter Corporation 

Hilton Hotels Corporation 

International Business Machines 
Corporation 

International Nickel Company, 
Inc. 

International Telephone and 
Telegraph Corporation 

lowa Development Commission 

Lockheed Aircraft Corporation 

Merrill Lynch, Pierce, Fenner & 
Smith Incorporated 
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Metropolitan Life Insurance 
Company 

Middle South 

Morgan Stanley & Co. 

National Cash Register Company 


National Distillers and Chemical 
Corporation 


National Realty & Investment 
Company 
Drake Hotel 

New York Central Railroad 
Company 

New York State Department of 
Commerce 


Norfolk and Western Railway 
Company 
North Carolina Department of 
Conservation and Development 
Public Service Electric and Ga¢ 
Company 
Radio Corporation of America 
Railway Express Agency, Inc. 
Republic Steel Corporation 
Reynolds, R. J., Tobacco Co. 
San Jose Chamber of Commerce 
Schenley Industries, Inc. 
Shaw-Walker Co. 


Sherrard Hotels 
Parker House 


Southern Railway Company 
Sperry Rand Corporation 
Studebaker-Packard Corporation 
Timken Roller Bearing Company 
Travelers Insurance Companies 
Union Carbide Corporation 
Union Oil Company of California 
Union Pacific Railroad Company 
United Aircraft Corporation 
United Gas Corporation 

United States Steel Corporation 


Walker, Hiram,-Gooderham & 
Worts, Ltd. 


Warner & Swasey Company 


Western Union Telegraph 
Company 


Advertisers 
every year for 
9 YEARS 


Cutler-Hammer, Inc. 


Dodge, F. W., Corporation 
Dodge Reports 


Ebco Manufacturing Company 
Moore Business Forms, Inc. 
Otis Elevator Company 
Portiand Cement Association 
Quebec, Province of 
Provincial Publicity Bureau 


South Carolina State Development 
Board 


Sundstrand Corporation 
Western Pacific Railroad Company 
Wheland Company 


1960 


Advertisers 
every year for 


8 YEARS 


Cunard Steamship Co., Ltd. 
Meilink Steel Safe Company 
National Truck Leasing System 
Republic Aviation Corporation 
Sheraton Corporation of America 
United Business Service 
Weyerhaeuser Company 


Advertisers 
every year for 


7 YEARS 


Art Metal Construction Company 

Champion Paper and Fibre 
Company 

Consolidated Water Power & 
Paper Company 

Dow-Jones & Co., Inc. 
Barron's National Business and 
Financial Weekly 


First National Bank of Chicago 


General Telephone & Electronics 
Corporation 


Hamilton Cosco, Inc. 
Hertz Corporation 
Johnson Service Company 
Lehman Brothers 
McKesson & Robbins, Inc. 
McLouth Steel Corporation 


Marine Midland Corporation 
Marine Midland Banks 

Massachusetts Investors Trust 

Minnesota Mining and 
Manufacturing Company 

New Orleans, Board of 

missioners of the Port of 

Renfield Importers, Ltd. 

Wall Street Journal 

Western Maryland Railway 


Advertisers 
every year for 
6 YEARS 


Aluminium Limited 

Bruning, Charles, Company, Inc, 
Clapp & Poliak, Inc. 

Great Northern Railway Company 
Grinnell Corporation 


Indiana Department of Commerce’ 


and Public Relations 
International Harvester Company 
Jacobson, F., & Sons, Inc. 


McCall Corporation 
McCall's 


New York, Chicago, and St. Louis 
Railroad Company, 


Northrop Corporation 
Philadelphia Electric Company 
Puerto Rico, Commonwealth of 
Rayonier Incorporated 
Ryan Aeronautical Company 
Shell Oil Company 

Shell Chemical Corporation 


Tennessee Gas Transmission 
Company 


Twenty-One Brands, Inc. 


United States Independent 
Telephone Association 


Utah Power & Light Company 


Advertisers 
every year for 


9 YEARS. 


Allen-Bradley Company ° 
American Motors Corporation 
Avis Incorporated 

Bank of New York 

Canada Dry Corporation 


Cast Iron Pipe Research 
Association 


Cummins Engine Company, Inc. 
Employers Mutuals of Wausau 
Fort Howard Paper Company 
Friden, Inc. 

Gardner-Denver Company 
Georgia Department of Commerce 
Kelsey-Hayes Company 

Kling Photo Corporation 

Kohler Company 

Maryland Casualty Company 
Mead Corporation 

Miller Brewing Company 
Moore-McCormack Lines, Inc, 
Nekoosa-Edwards Paper Co, 


Niagara Mohawk Power 
Corporation 


Old American Insurance Co. 


Olin Mathieson Chemical 
Corporation 


Rockwell Manufacturing Company 
Royal McBee Corporation 
Southern Company 

Southern Natural Gas Company 
Thompson Ramo Wooldridge Inc., 
Trane Company 

United States Lines Company 
Vanadium Corporation of America 


Note: Listings by parent com- 
panies. Includes divisions or 
subsidiaries advertising in 
periods listed. Source: "U.S. 
News & World Report’ Mar- 
het Research Division. Reve- 
nue figures from Publishers 
Information Bureau. 


More and more companies 
are discovering the advertising power of 


“the most important magazine of all’’ 


THESE IMPORTANT COMPANIES 
HAVE KNOWN IT FOR YEARS 


U.S.NEWS & WORLD REPORT 


America’s Class News Magazine 


Now more than 1,150,000 net paid circulation 


Ask your advertising agency for facts on the advertising values of 

“U.S.News & Wor_p Report” in terms of your markets and your objectives. 
Or contact our advertising offices at 45 Rockefeller Plaza, New York 20, N. Y. 
Other advertising offices in Boston, Philadelphia, Pittsburgh, Cleveland, 
Detroit, Chicago, St. Louis, Los Angeles, San Francisco, 

Washington and London. 
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please, 
I'm 
busy... 


tell me by telegram! 


That way, I'll get it quickly, clearly, and in writing. I'll have the 


right facts and figures at my fingertips. And—you’ll save time and 


money, just as I do! WESTERN UNION 


IT LETTERS TO THE EDITORS 
Sean PS ONTOS, 


touting +2 spot 

Re “The Importance of Being 
Second” [“Notes from the Editor's 
Side Pocket,” SM, May 6], you are 
quite correct that “Few executives 
in any business have the wisdom to 
promote a second spot ranking.” 

We're not claiming any special 
wisdom, but we did it in our 
1959 businesspaper advertising for 
WBTW (television) in Florence, 
> © 


J. Robert Covington 


Vice President 
Research and Promotion 
Jefferson Standard 
Broadcasting Co 
Charlotte, N. ¢ 
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P See photo for W BI W s Dec 
18 ad in SM on theme, “Second 
can he he autiful 


the ‘edge’ beyond reciprocity 


I enjoyed your timely article on 
“Reciprocity” [SM, May 20]. An 
other steamship line, with which I 
was formerly associated, solved the 
matter this way 

All reciprocity was handled and 
controlled by the vice president of 
Purchasing. With efficient statistics 
on pure hases of, and revenue rec- 
ords from, customers, he was 
able to co-ordinate purchases vs 
company 
purchases and policies were placed 
through the local representative of 
the vendor (customer) who, in turn, 
passed the policy through his gen- 
eral sales manager, who advised 
the export traffic manager, whom 
we in Sales solicited 

The export traffic manager knew 
of the reciprocity arrangement and 
so did we, but we were not per- 


business received. All 


mitted to discuss it. Our solicitation 
for business was made just. as 
though the reciprocity didn’t exist, 
and perhaps it enabled us to ob- 
tain that extra “edge” of business 
beyond reciprocity. 

Anyway, it gave the export traf- 
fic manager, and us, respect and 
kept us from becoming entangled 
in a difficult situation. 


S. B. Wade 


Assistant Traffic Manager 
Mississippi Shipping Co., Inc 
New Orleans, La 


official saw dust 


An item in your May 6 issue 
makes reference to our company in 
a way that is both flattering and 
humorous [“Call Report” suggested 
Weverhaeuser for the official saw 
dust of the 1960 summer Olym- 
pics], and we wonder if you would 
be good enough to grant us per- 
mission to reprint it in its entirety 

We'd like to use it in what 
amounts to an external house organ 
that goes to all our dealers 


Jack Kenison 


Merchandising 
Publications Editor 

Weverhaeuser Co 

St. Paul, Minn 


perfect—and then some 
c/o T Harry Thompson 

Your hyperbole census in the 
May 20 issue of SM _ [“Scratch 
Pad”] was excellent 

I feel, however, that vou left out 
the star of the collection, which is, 
in my judgment: “The perfect 
yogurt that science made better.” 
This favorably with 
“The first week after eternity.’ 

Another word that falls into this 
classification is uniquest. 

Yours for understatement—and a 
lot more of it 


compares 


Percy H. Whiting 


Vice President 
Dale Carnegie Sales Course 
New York, N. Y. 


expression of value 

Thinking that it might be of 
interest to you to have an expres- 
sion of the value of SM, I would 
like to say that I found 12 articles 
worth removing from the issues of 
April 15 and May 6. These were 
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Chicago’s finest 
luxury hotel 
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Drive-In-Parking 
Restaurant and Lounge 
Write for colorful brochure 
EXECUTIVE HOUSE 
Dept. S, 71 €. Wacker Dr., Chicago 1, Ill. 
Financial 6-7100 
A.M. QUARLES, 
General Manager 


At Home 
Or 
Office... 


. . your back issues will 
always be at your finger- 
tips, in 
quence, in 


organized se- 
Sales Man- 
agement's attractive 
binders. 
issues can be 


hard-cover 
Twelve 
bound in and removed 
quickly. Sales Manage- 
ment stamped in gold 
lettering on backbone of 
black, imitation leather 
binder. Cost: $4.65 
each, postpaid. 
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directed to various members of our 
organization for their information 
and comment. 

SM has always been a valuable 
magazine; but it seems to me that 
recently it has become even more 
important and valuable in my sales 
management planning 


William C. Weeks 


Sales Manager, Industrial Div 
Ray-O-Vac Co 
Reading, Pa 


nudity passé 


Referring to your ad in the back 
pages of SM, showing a picture of 
naked women with the caption 
“Are you trving to sell something?” 
[May 6, p. 129] 

This picture does not convey a 
selling idea or thought to me at 
all. . . . I think the raped stage 
went out a few years ago. As they 
sav, to be dressed is the modern 
way of living 


M.K.G 


‘fit’ didn’t fit 

Have I been wrong these past 
50-some vears in believing that 
“fitted,” rather than “fit,” is the 
past tense of the verb “fit”? 

On several occasions recently I 
have seen the word “fit” used to 
denote some past action, and it is 
so used in two places in the May 
6 issue of SM [p. 36 and p 70) 


S. C. Doolittle 


Manager, Advertising Dept 
Fidelity and Deposit Co 
Baltimore, Md 


> SM hows to consensus of Doo- 
little and Webster. From this day 
forth, every past “fit” will be 
scrupulously “fitted.” 


Hertz Car Lease Service releases tied-up car capital 
for more profitable reinvestment. Hertz will turn your 
fleet into cash, provide new Chevrolets, Corvairs or 
other fine cars; handle all repairs and maintenance. 
You reduce accounting problems to the writing of one 
budgetable check per month. With Hertz, your fleet 10 Biggest Mistakes Executives 


‘mistakes’ appreciated 

Let me add my congratulations 
to the many I am sure vou have 
ree eived on the series, “The 


Make.” These have been extremely 
well written and are typical of un- 
fortunate conditions in many ,;com- 
panies at the present time Because 
the articles are timely, they should 
do much to repair these conditions, 
for SM enjovs an excellent reader- 


administrative time is cut to a min- 
imum, Hertz, the nation's most 
experienced car lessor, does all 
the work! 


HERT. 


CAR LEASE 


For more information, mail this coupon! 

ee ae a ea em em em ay 
ship among sales executives, irre- 
spective of industry 


Joseph F. Santilli, Jr 


H. F. RYAN, VICE PRES. 
THE HERTZ CORPORATION POSITION 

218 S. WABASH AVENUE 

CHICAGO 4, ILLINOIS COMPANY 


Please send me your illustrated book- 


let, “Who Should Lease Cars .. . and 
Who Shouldn't.” 


CITY & STATE_ 


NO. OF CARS OPERATED 


Marketing Service Manager 
Aquaness Dept 
Atlas Powder Co 


SM 6i7 


| 
| 
| 
| 
aporess__ ! 
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Houston, Tex 


Ny feo I 
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Interview: ed 5 eran 


Executive Vice President, Stockton-West-Burkhart Advertising Agency, Cincinnati, 


tells why he selects the WLW-TV and Radio Stations for Hudepohl Beer. 


“You can always look to the 
Crosley Stations for the latest 
accomplishment of true 
significance to the 
broadcasting industry.” 


“This summer the WLW-TV f 
Stations are televising E 
night baseball in COLOR alter a 
for the first time in ae 
TV history. Undoubtedly 
color adds tremendously 
to the appeal of the game 
. and to the effectivenes: 
of our commercials.” 


“This COLORCASTING of outdoor 
night remotes under normal lighting 
conditions is of real value to TV 
advertisers and gives added weight 
to the already heavy list of other 
WLW-TV’'s advantages.” 


“The Hudepohl Brewing Company 
is happy to receive this extra 
programming and commercial 

advantage as one of the WLW-TV sponsors 
of these Cincinnati Reds games.” 


Call your WLW Stations’ Representative ... you'll be glad you did! The dynamic WLW Stations... 


WLW-T WLW-A WLW-I 
Television Television 
Atlanta Indianapolis 


WLW-D WLW-Cc 
Television 
Columbus 


Television 


Television 
Cincinnati 


Dayton 
Crosley Broadcasting Corporation, a service of Aveo 
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If you sell to industry, the top 
18,770 firms are worth more 


than all the rest Combined. 


331,000 companies comprise 
the manufacturing industry. 
But the top 18,770 firms 
employing 100 or more people 
account for more than 
three-quarters of all value 


added by manufacture. 


seni 


of the 4,589,200 business firms 
in the U.S. In sales potential 
they represent the 
concentrated core of the 


entire industrial market. 


Industrial advertisers agree: 
[t's not the size of your 
audience that counts; it’s 
how much they buy. 


Because Fortune goes where 


sales come big, Fortune 


gets results. 


FORTUNE 


The Magazine of Management 


A metalworking manufacturing 
report for advertisers 


sep tems 


ethbvasnaly Six 


| ee pe " — os 
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Design huddle produces ideas for machine which “flows” a metal ring into a seamless compressor case. Standing, |. to r.—L. J. Dolin, superintendent, experimental sheet metal; Robert Knowlton, 


Lighter, stronger, faster jet engines...constant challenge for 


Pratt & Whitney Aircraft's 
manufacturing miracle men 


Management team pioneers major breakthrough in metalworking manufacturing 


Check-wp—Bob Knowlton (1.), Stan Rusczik (f.) and operator Dominick Casasanta double New herizens— Production Engineer Edward Griswold, Bob Know!ton, Stan Rusczik and Low Dolin 
check thickness of casing made on one of P&W’'s smaiier flow turn machines confer on assembly of new machine capable of flow turning an 80” cylinder 


Ate - ) a - _ 
— ry » A a : E , : 
at . y t , z -\— a 


supervisor, advanced tool engineering, Staniey Ru 


The difference between a 2-oz. jigger and a combustion chamber 
case for a 25,000-pound-thrust class J-75 jet engine is years of 
planning, imagination, engineering—and purest optimism. But 
it’s typical of the manufacturing miracles that Pratt & Whitney 
Aircraft brings off as a matter of course. 

The power plants for jet transports which now fly the Atlantic 
in 6) hours are lighter, faster and stronger because a Norwegian 
engineer placed a 2-oz. jigger on the desk of the chief of advanced 
tool engineering at P& WA. The piece was unusual: seamless, even- 
walled, lightweight, finely-finished, and made on a machine that 
literally ‘‘flowed”’ a metal ring into cylindrical or conical shapes. 

Here was an idea—if only it could be done on a large-enough 
scale. P&WA manufacturing men decided to give it a try. They 


Finished predect— Bod Wright and Lyman J. Smith (r.) superintendent of Assembly & Test ex- 
amine J-75 os it moves in for testing. Flow turning gives compressor greater tensile strength 
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sczik, production engineer; and Robert C. Wright, chief. production engineering, for P & W—and, front, Claus L. Sporck, V.P., Lodge & Shipiey Co. 


teamed up with machine tool manufacturers Lodge & Shipley 
to produce the first flow turning machines in the U.S.—and 
the giants that are now turning out compressor cases and 
other highly stressed parts for P&WA jet engines. 

The story of flow turning (or shear forming as it is 
sometimes called) has been told in detail in American 
Machinist / Metalworking Manufacturing. It’s a story of the 
constant search for better ways to make things of metal. 
Our job is to keep manufacturing management men in 
metalworking posted on developments that will help solve 
manufacturing problems. More than 41,000 of them turn to 
AM/MM for just that kind of help. Here, then, is the ideal 
place to show how your product can help them! 


lf your product is sold to metalworking, your 
advertising belongs in 


American 


Metalworking 
Machinist 


Manufacturing 


A McGRAW-HILL PUBLICATION + 330 W. 42nd STREET, NEW YORK 36, N.Y. @ @ 
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(Just a matter of Relativity) 


» WBTV-CHARLOTTE IS FIRST TV MARKET IN ENTIRE SOUTHEAST WITH 595,900 TV HOMES’ 


‘/WBTV DELIVERS 43% MORE TELEVISION HOMES THAN CHARLOTTE STATION ‘‘B’’”’ 


*Television Magazine - March 1960 


**NCS #3 


JEFFERSON STANDARD BROADCASTING COMPANY 


WBIV 


CHANNEL 3@ CHARLOTTE 


Represented nationally by CBS Television Spot Sales 
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How to Sell Against Imports 


The rising tide of imports is passing the $15-billion mark, but 
there is more than one way to beat this foreign competition. 
First, learn exactly what you're up against — it may be more 


than low prices — then decide what can be done about it. 


By CHARLES A. CERAMI* 


The flood of imports now pouring displacing the “made in U.S.A.” benefited from the destruction of the 


into the U.S. is causing reactions variety last war by rebuilding with new ma- 
ranging from mild worry in some lines In some companies, sales execu chinery and adopting many of our 
to near-panic in others. Department tives are using the import fad as an production-line and even automated 
store counters and = grocery store excuse for failing to meet their esti techniques. With a combination of 
shelves are loaded with goods from mates. In a few other firms, the whole modern methods plus their old advan- 
abroad. Even many industrial prod management team has fallen to bick tage of lower wages and careful crafts- 
ucts bearing foreign nameplates are ering over what steps should — be manship thev are often able to land 

taken to meet the challenge a well-made product here for 


The core of this proble m is in the money than we can make it. What's 


less 


* Mr. Cerami, an ¢ xpert business writer } f , 1] 
noe » > y ( a ma Cer 
now on an extended European trip t tact that foreign producers especially more foreign sales we are 
+ 
i 


estigate market conditions abroad in Western Europe and Japan have learning U.S. wavs, tor ind 


using 


The Rise of! + Competition 
(fig, . vtnillions) 


Textile 18 % Wood & Paper 12% 


All Imports $1,176 $1,676 
4 : 


32% 
$14,987 


1955 1959 


Machinery & Vehicles 
$1,622 
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How to Sell 


idvertising agencies to he Ip 
yr that reason, imports into 
1959 hit a record $15 
I] p! »bably go higher 
lat s happening t 

But vou d 


Against Imports continued 


individual case, and it can find ways 
to beat foreign competition and pros 
per, as many others are doing 

Here and there, an industry ma\ 
really be faced with devastating com 
n that can't be fought off. But 
most U.S companies can handle this 


petite 
I 


problem and keep growing if thev'll 


face it head-on, with‘ full understand- 
ing of the facts 

What ARE the facts in your busi- 
ness? 
threatening 


If foreign goods are 


vour sales, it is because they have 
one or more of these advantages over 


vour product 

1. They are probably lower in price 

2. They may be hand-crafted or 
more carefully turned out 
3. They may contain features or de 
sign that are new to this market 

{. Thev may simply attract buvers 
from old habits — the 
glamour appeal of something different 


is a change 

It’s very important to find out ex 
ictly why some of vour customers are 
goods The 


switching to imported 


How 6 Top Execs Plan to Beat Imports 


Frank X. White 
Vice President—International 
American Machine & Foundry Co. 


“Large American ompanies with 


piants strotegicaily ocated verseas 


ore fortunately situated, in that they 


con shift production of products 


formerly made in the United States 


their overseas plants for import 


mestic market, when forced 
y foreign competition 

current drive to increase Ameri 
exports is to succeed, the answer 
— nome 


to foreign competiti n the 


market *) tariffs and 


h igher 


quotas 


Management 
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Gerald S. Tompkins 
President 
American Viscose Corp. 


Efficient, economical production, prod 
uct diversification and effective mer 
chandising are the major methods of 
meeting import competition. However 


under present liberal tariff policies, 
the only true solution is to drive home 
an awareness of the gravity of the 
situation so that lawmakers will re 
alize the textile industry is approach 
In addition, as con 
should 


imported bargain’ 


ing @ crisis point 


sumers, each of us carefully 
consider what that 
may mean in loss of American jobs 


and income 


Robert Paxton 
President 
General Electric Co. 


First, we ore accelerating innovation 
and emphasizing better customer val- 
trans- 


ves such as preferred-design 


formers. Secondly, wherever feasible, 
we are installing more efficient, pro- 
Thirdly, our de- 
centralized organization, which now 
100 business de- 


partments, provides an arena for in- 


ductive machinery. 


numbers more than 


dividual initiative and creativity and 
gives us a broader range of flexibility 
and adaptability to meet this in- 


tensified competition Fourthly, we 
also have the. facilities on which to 


base our competitive efforts.’ 


first step toward finding a cure is to 
know definitely what vou're up 
against. So take a careful look at eac h 
ot the four possible causes to dec ide 
which 


ones are applic ible in your 


case and what can be done 


1. Fighting the Lower-Price Import 


This is no different from competing 
igainst che iper competitors of the 
home variety 

\ positive approach stressing the 
superior value of your own goods—is 


likely to work 


ittack against the competition People 


much more than an 


ire more ipt to bu bec ise they are 


ld on something, than because thev 
ire sold off something else 
Study the 


item has 


points on whic h 


| ] 


in eage and tr 


your 
to find one 


Lawrence 5S. Phillips 
Executive Vice President 
Phillips-Van Heusen Corp 


The shirt § industry suffers unusual 
hardships because of import competi- 
tion. There is only one possible answer 


BRAND. The brand 


name is the one thing that cannot be 


to this competition 


sold by shirt manufacturers in the Far 
East. If we branded manufacturers ac 
celerate the consumer demand for our 
brands, we will have the strongest and 
best defense nan increasingly difficult 


situation 


that is unique—something the foreign 
product just can’t come close to. It 
may be an intangible, like a guaran 
teed factory high 
value; or better still, it may be a prov 


service Ol resale 


able superiority in quality of 1 iaterial 


or design features 

If this isn’t enough to overcome the 
price handicap, consider marketing a 
model of 


something vou 


stripped-down no-frills 
vour usual product 
can sé ll as close as possible to the 
foreign price. 

A US 
laundry equipment was 
find itself drastically 
German competitor 


manufacturer of industrial 
shocked to 
underbid by a 
The foreign ma 
chines were solidly built and perfec tly 
serviceable, even though very inferior 


in appeal ince 


is 


H. C. Davis 
Senior Vice President 
Royal McBee Corp. 


In the business machines field we ex- 


pect to maintain the growth of our 


markets against foreign competition 


through product quality and intensive 
research and development; aggressive 
sales and distribution programs; spe- 
customers 


cialized assistance to 


prompt, dependable service through 


our nation-wide service corps; and 
continued efforts for maximum manu 


facturing efficiency 
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dustrial 


evervbody 


was happy 


cheaper 


The American firm’s sales manager 


talked to customers who had bought 
the imported equipment 
came home to recommend that part 
of the company’s line be made with 
less gadgetry and chrome. “In an in 


Then he 


laundrv, who looks?” he 
yointed out when production people 


objected to any lowering of their es 
thetic 
order was in the offing, two prices 
were submitted: One for de luxe ma 
chines; one on equipment 
down to bare essentials. The customer 
eagerly accepted the lower figure and 


standards. The next time a big 


stripped 
] 
except the German firm 


when you face 


Don t 


The cardinal rule 
competition is this: 
continued on page 102 


Robert E. Lewis 
President 
Sylvania Electric Products, Inc. 


“There are strong and effective steps 
that may be taken to begin counter- 
acting, immediately, the steadily in- 
creasing influx of goods from abroad. 
The jumping-off place in this vital new 
to be the beefing 


our marketing effort. And the jumping- 


effort has up of 
off place for strengthening the market 


ing effort, for the quickest results, 
should be to strengthen and diversify 
the advertising program—especially the 


industrial advertising program 
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One of a Series on Advertising Strategy 
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What's Up at 7-Up that Makes 


ong “Will y 1 | ve Mi 


1 ! 
issumed that thirst foll 
mometer, 


idvertising in summer 


n 


Sn tne diet ' } ' . 
=~ Nothing does it like Seven-Up! Sw 
J GOES | 


FOUR-COLOR MAGAZINE ADS—Seven-Up’s heavy December 
ads help make the year-end party month the company’s 
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in Mav?” 
| replied 


whole 


STION posed in the 
in Decem 
the soft 


No! 


has 


ws the ther- 
and has proceeded to peak 
and valley it 
then 


fall 


June 17, 


One major exception to the rule 
however, is The Seven-Up Co., St 
Louis. In three decades this company 
has passed hundreds of rivals to rank 
i strong third (after Coca-Cola and 
Pepsi-Cola) in the soft drink industry 
Seven-Up and its 500 bottlers, or 
“Developers,” across the country have 


done so by developing every month's 


potentials. 


1960 


In fact, today, Seven Up even 
peaks its year's advertising in Decem- 
ber. 

“December has always been a good 
month for us,” explains Ben H. Wells, 
vice president and director of sales 
and advertising. “For a long time we 
spent one-twelfth of our annual 
budget in that month. Then, five vears 
igo, we expanded December's share 


lis time for parties 
by the dozen 


at 


best—bigger than June, July or August. A tie-in P-O-P pro- 
gram urges grocers to build store displays fer holidays. 


December 


of the unnual 
rhe extent to w 
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Seven-Up Soars in December While Most Soft Drinks Droop 
(A comparison of monthly sales ratios for 7-Up and the industry as a whole) 


Industry Sales Ratio 


7-Up Sales Ratio 


6.00 } 4 


SS as 


through IW] 
on Seven-l p promotions and themes 


some of them also 


Both programs run the vear around 
On ABC 


pate s in 


r'V the company partici 
“The Alaskans” “The 
Untouchables.” In spot broadcasting 
it presents “the Kingston Trio.” The 
magazine three 


and 


embrac es 


separate vear around series 


program 


= & 
Better 


TK wl 


consumer” 
Homes & Gardens, in 
added), Life, Look, 
Digest and The Saturday 
Post. In Look, for example seven 
Up schedules a_ third ever\ 
month except December, when a 2 
spotlights the 
promotion The 


campaign runs 
Ebon 
Re icle rs 


Evening 
cove! 


page color spread 


Christmas month] 


i double 


color pages in Life become 
spread in February to emphasize * 


Up and Festive Foods.” The Post 


Sales 
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Guiding the Sales 
Strategy at 7-Up 


The c ose tie-in of sales and 
advertising at Seven-Up is ev 
of the top man 

Ben H. Wells, who is 
president and director of 

1d advertising. Supporting 
master-minding Seven 

eting are: D. J. O'Con 
manager W E Win 
promotion manager 


Thul, ad manager 


S 
\ 4 


D. J. O'Connell William E. Winter 


Ben H. Wells 
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ve floode 
if Shows 
d 10.000 
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| part 
TIME T 


teens 


12 month 

was spotl thted 
month ot the 
sales explode 
More 

ng the 


Parties can start spontaneously 

In last December's color spread in 

Look, a pretty voung blonde was tele 

phoning: “C'mon over and see our 
tree 

Meanwhile r I P Sale S Makers 


were preparir retailers for these 


ig 
eventualities by suggesting mass dis 
plavs of 7 Up with such things as 
potato chips, crackers, cheese, nuts 
and marshmallows 
rhe company s one big annual con 
test, for all 10,000 Sales Makers is 
held for the holidavs. “The contest is 
irranged,” Ben Wells savs, “so that 
every 7-Up Sales Maker can win 
Parti Ipation is voluntary, but it grows 
each vear. Nearly 90% of our Devel 
s [bottlers] now get into it, and 
in the last contest 75% of Sales Makers 
vho took part won aw rds.” 
Though private lv owned, The Seven 
does mt reve il dollar sale 
growth from “total mar 
in be shown by its mount 
f the expanding industry 
} in LOSS. Se ven-l D 
7 ith 1945 
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urged that they sell this small 
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cents i case more than the 
getting for established brands 
Jehind all this madness were cer 


tain methods 


1. Veteran merchandiser Grigg had 
pr ved with inother bever ive callec 
ind other products “Sell ar 

ind the thing itself stays 


| 
on a bottler opportunity 


efrained from “ballvho« 
big promises Seven-l 


Franchise not on a purels pro 


onits own 


continued on 


Can the Mobil Method 
Lick the Service Bugaboo? 


The Socony Mobil Oil Co. is drawing a bead on a var consists of training room facilities and a salary-operated 


mint that has bothered many of the big refining companies service station with its own manager. 

for vears — the probl m of sales and service at the retail “The station part of the development center, says La 

tation level, long an irritant to the motoring public Rash, “serves as a training tool to demonstrate the phy sical 
For the past 14 years, Mobil has been perfecting the plant, equipment, tools and methods in operation. A pro- 

retail training center as a first step in its ¢ mphasis on serv- cedure is explained in the classroom and a few minutes 

ice. Before a newly franchised station dealer even meets later we put it in action in the service bays.” 

his first customer, he spe nds three to four weeks at one of For the instructor himself, training is a never-ending 

these centers, where he learns everything from credit-card cevcle. Periodically, he returns to Mobil’s central laboratory 

accounting to lubrication and the importance of cleanliness in Garden City, L. L., to learn new tec hniques tor training 

ind well-arranged displays his dealers and salesmen. Here he receives the latest 
In addition to dealers, the centers are designed to train dealer and service manuals on service station systems 

Mobil salesmen, who will kee Pp the stations constantly sup- Most instructors come from the ranks of salesmen, with 

plic cd with new parts and materials about five vears of experience behind them. They receive 
The Glenview. Ill... deve lopme nt center (pic tured here several months of intensive training at the retail sales 
the newest in a domestic network ot 65 centers. Over laboratory in New York—and are then sent on to thei 

SC as Mobil « ma ict similar ope rations in I n¢gland | rance new assignments 

Australia and the Philippines The development program, from classroom to pump, is 
Joseph J. La Rash, North Chicago district training in- illustrated in the accompanving photo report 

structor, is respons ble for the Glenview project which continued on next page 


. a rede 7 sis ae - : . oY lh 

ea 

MOBIL RETAIL DEVELOPMENT CENTER at Glenview, Ill., room is adjacent to functioning service bays which are part 
typifies 65 such units throughout the U.S. A training class- of a profit-making service station. Trainees learn by doing. 
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Can the Mobil Method Lick the Service Bugaboo? 


continued 


SALES AND OPERATING ANALYSES are the most difficult subjects to teach a new 
dealer. Big stress is put on keeping records, which will require a lot of time and 


energy. Growth of credit plans demands that dealers learn to use this sales tool 


USING THE HYDROMETER—Trainees learn 
the profit opportunities in checking anti- 
freeze content in cooling systems. Instruc- 


rs 
Fig 
Es 


bas 
< 


ADDITIONAL SERVICES—Some categories of service are con- 


sidered above and beyond the call of ordinary service. 


Wheel balancing, demonstrated above, is one of these. 
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MOBIL’S 5-POINT, 2-MAN driveway-service operation in 
action. Two trainees run through the sequence while under 
supervision. Others, observing procedure, await their turn. 


LUBRICATION PROCEDURE—Mobil method is practiced right on the lift. Men see the 
good sense in following procedure as outlined on chart hanging at left of lift. 


tor has donned uniform for last phase of 
classroom study before taking group out 
for action phase of Mobil training school 


COFFEE WHILE YOU WAIT—That's the latest suggestion for building up customer 
good will and sales. The urn is considered a small investment in terms of the 
benefits it will reap in return business—a small item under the heading of SERVICE. 
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The Last Great Price Fix 


In the good old days, many a price-fixing scheme 
was rigged at the country club, the golf course, the 
hunting field. Competitors were fewer, and when 
businessmen got together for sport or leisure, usually 
one of them would suggest that “wouldn’t it make 
good sense for us to stop cutting each other's throat?” 
rhe agreement was made, possibly to last for years 

But such good old days are gone. Today, the boys 
still get together, often at trade association meetings. 
The suggestion is made The pact 1S agreed on. And 
then what? The first thing the next morning, every 
one of the conspirators has dropped his price just a 
little below the one agreed on 

Price fixes just won't work anymore. Of course, 
there will probably always be some price rigging on 
i small scale. But the big deals involving big money 
are now passé. The reason: too many competitors 
[oo much competition, at home and from abroad. 

And, so, the Justice Department is reveling today 
and living life to the last bit of enjoyment. It thinks 
it has found the last great price fix. And the Govern- 
ment trust-busters are wallowing in it 

Earlier this year, the price police were thwarted 
in a case against 29 big oil companies. Charges of 
plotting to fix prices during the 1956 Suez crisis were 
thrown out of court. After years of digging the evi- 


‘nce did not even “rise above the level of suspicion % 


Electrical Industry on the Rack 


But now the Justice Department has struck pay dirt 
It has the giant electrical equipment industry on the 
rack. The torture will be long, painful, and complet 
All the trust-busters, right on down from Attorney 
General William P. Rogers, are in on this one. Rogers 


has this to sav about it 


The case is unprecedented in the history of Fed- 


ral criminal law 


These indictments charge 
is serious instances of bid-rigging and price-fixing as 
have been ch irge d in the more than half-century life 
of the Sherman Act. 

“The volume of sales affected in the conspiracies 
charged runs in the neighborhood of $1 billion. 

it is my belief that there is substantial evidence to 
support ¢ ich of the charges contained in each in- 
dictment ; 

Some 20 companies and 30 of their sales executives 
have been indicted on charges of rigging bids 
Many of the companies — the big ones, General Elec- 
tric Co., Westinghouse Electric Corp., Allis-Chalmers 
Manufacturing Co., McGraw-Edison Co.— have been 
named in several charges returned by Federal grand 
juries. The indictments, resulting from a sweeping 


probe of the industry, include these charges: 


42 Sales Management June 17, 1960 


© The companies conspired to fix the prices and 
terms of sale of their products. 

¢ They allocated among themselves the percent- 
age of Government business each would get, product 
by product. 


® Their sales executives met dozens of times to 


arrange prices and bids. 
Two grand juries are still investigating other seg- 
ments of the industry. There may well be more in- 


dictments, more companies and sales executives in- 
volved. 


Penalties Could Be Steep 


The maximum penalty under the Sherman Act is 
a $50,000 fine and a year in jail. In addition, the 
Government can seek treble damages if it is successful 
in its criminal actions 

The industry giants, GE and Westinghouse, and 
their indicted executives, have already pleaded not 
guilty on the charges which they have had to answer 
to date. They will undoubtedly fight the case to 
the end. Some of the smaller companies, as well as 
some individuals involved, have entered guilty pleas. 
They could be fined; their executives jailed; sued 
for treble damages; required to review prices and 
publish new ones 

This would not be the first time a sales exec was 
sent to jail for price-fixing. Last fall, four executives 
were convicted and hit with 3-month prison terms 
One was an apparent suicide on the way to jail. 

The electrical industry mess probably started in 
the locker room after a round of golf. Exactly who 
started it will probably never be clearly known. It 
takes more than one to rig prices. But once a sub- 
stantial share of the market is in on the fix, the smaller 
companies have little choice other than to play ball 
with the big boys 

Once the price police have hanged the electrical 
industry from the highest gibbet, this case may well 
go into the books as the last of the great price fixes 
For price-rigging is getting less and less possible as 
well as plausible 

The conditions might have been just right for it 
to get’started in electrical equipment — an industry 
with two giants and many small competitors; an 
industry selling substantially to Government projects 
via sealed bids; an industry making expensive, com- 
plex capital equipment, often on a custom basis. 

The conditions probably won't be just right in 
another industry for a long time to come, if ever 
again. Now, with the electricals scalped clean, other 
companies in other industries will think twice before 
suggesting “let’s stop cutting throats.” ® 


Post history "ees 


Magazines are booming! Circulation is up. Ad pages are up. Revenue is up. And the biggest 
excitement of all is at The Saturday Evening Post! @ In the first quarter of 1960, the Post burst out 
with $23,250,503 in advertising revenue — the biggest first quarter in Post history. (That’s a hefty 
$3,641,760 gain over the same period last year.) And coming up: the biggest first half ever! 
@ There’s more good news from Post headquarters. So far this year, 216 new advertisers have 
already joined forces with the Post. ® What’s behind this great, growing surge? Post editorial vital- 
ity and Post selling power.* Ad Page Exposure, the new study of media a vere masezen 


: . . The Saturday Evening 
effectiveness, proves your ad page in The Saturday Evening Post makes 
more sales calls on better prospects. That’s why an ad in the Post really P@S | 
moves merchandise! *Ask Sylvania Electric Products. One Sylvania ad — in one issue of The 


Saturday Evening Post — sold one million dollars’ worth of merchandise! 


READERS TURN AND RETURN TO YOUR AD PAGE IN THE POST—THE HI-FREQUENCY WEEKLY! 


THE INFLUENTIALS MAGAZINE 
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SALES WITH AEROSOLS: By packaging L’ Air 


nant iragram 
that i 


If your product can be brushed...sprayed...squeezed 


or poured—it may be more marketable as an aerosol 


i ( iit i if yp! ve 
} } . ‘ } ms { 
ois Nave yn ropell ior aere 


proj sol 

re incrcas- Free booklet ‘Package for Profit 
nnually! contains information on how you can 
It’s easy to ente jor capital 


keting and 


i custom 


1 loading du Pont 
1t¢ hnical 


iders. It’s a 


Freon’ 


120, Dept. 876, 


FREON’ 


PROPELL NTS 


Easy Way 


With its simple Keysort 


system, Split Bal!bear- 
To Ana YZE ing can analyze sales 

to (1) find and develop 

new markets, (2) 


prove customer service, 


Industrial Sales ge 


Most sales managements of modest nd ad ° ee nd ° eee oVer * e eeeeeeeeeeooeee 
size concerns at some time face the bis Ar Sa volume + 


= mms < of ‘ “il e ing | = pac n jee : KLECTRIC COMPANY SBB No: 35 TOR 412 P (0) 
1 ae al ” “— eas which , rte | , PRODUCTION BVG1M DEPARTMENT {Cust No: 707BLG4 Pe rey EB . 
Saic’s ati SIS Sic is \ 0 * “i - 
they can ill afford. Not so Arthur J CSUBLMMET_25 ae rane 
Renz wre s manager of Split Ballbear -- : lAgent: prs s | Type of industry: AVIATION 
ing "L ebanon, N.H i division of 3 Suntemnnt 1 Vol./yr: 8,000 
es A C.E.Knights, Prod, Mor. 
“There are simple ways,” says Renz “a B M.P.Bearce, Engineer 
‘to interpret customer activity [orders C C.A.Griffiths, Dev. Engineer 


letters phone calls pe rsonal contact] 38 Date Activity | Date Ocinutiindh 


to get information needed for sales 55 2=11- -$8 Agent reports interest in h-s-sb 100 pes. 
planning our besring. }6- 30-55 100 - 500 pes. 
Agent reports customer }3- 12-59 100 - 1000 pes. 
about to request quotation |7-1)-59 2500 - 5000 pes, 
Customer has requested quo« 

tation and asked for samples 

to test. 

Agent reports test satis- | ‘ —_ - 
fectory, will order shortiy.Date Samples 


Miniature Precision Bearings, Inc 3. eee oe 


. 


& Renz is representative of a large 
group of sales managers with common 
basic problems. Split Ballbearing 
manufactures a line of products which 


oN Me PS ep 


Tee y ee) 8) a we 


the name ot the company des ribes 
Because these bearings permit frac wel i 
turing for the introduction of a maxi @2° 7-21-98 
mum number of balls, the line meets 
many spec ialized needs. Here are its 
basic handi ips | Split Ballbearing 
serves other industries. Thus in a real 


Agmt reports customer y- 15-58 5 pes. for test 
pleased with bearings -  |!-10-59 5 pes. for test 
will request quote on larger in new application 
quantity. 
sscusicust ones wants 5 pes. for 
“ test in new application. 
be l2nS9Due to increased require- 
| ments will be ordering ia 
larger quantities. 


manner it does not control future 
sales and production objectives 

Che home-office administrative group 
is small 3} Representation is mostly 


A See Cae 
by specialized manufacturers repre Date Orders 


~10255 6775 100 pes. 

engineering Split Ballbearing associ at i ofder completed 6-20-58 + 

ates 20-15-58 #8213 350 pes. : a 
i order completed 11-25-58 * @ 

[4-20-59 #10644 1000 pes. oom 

| order completed 5-27-59 "| e 

| Be2=-$9 #19723. 3000 pea, eo 

j order completed 10-5-59 | -- 

p1-24259 f2iyh aces. PE Se Oreed 


2. 


sentatives, aided by some direct sales 


5 3 Sy, ; 


~ 7 


“We cannot depend on headquar 
ters manpower,” says Renz, “nor in 
telligence reports from the field. Yet 
on the other hand, we cannot play the 
game by instinct. Our beautiful new 
plant has a feature which puts Sales 
on the spot: Provision has been made + ety ; 
for 100% expansion.” eee0ee sacnbheceecceeccesias enn 


According to Renz, Split Ballbear SALES ANALYSIS RECORD—Significant data on all customers is entered on this 
ing now has a simple system which 


4) permits locating and developing marginally grooved Keysort card—one for each customer. The marginal grooves 
new markets; (B) provides data to bet- permit mechanical sorting and tabulating of almost ualimived cross analyses of 
ter serve present customers; (C) spots such information as: industry, volume, application of material, type of product 

(continued on next page) ordered, etc. Results: new markets are discovered early—a competitive jump. 


Ayace rahi. 


¥E 


Oo? 
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declining activity and volume with 
present customers. 

It is personally handled by his 
assistant, Robert C. DeCook, because 
Renz considers it vital to have a top- 
grade executive “log” the essential 
customer data into the record (“office 
girls don’t have the experience and 
judgment 

DeCook spends about an hour a 
day poring over orders, customer let- 
ters, considering long distance calls, 
etc. He enters the significant data on 
Keysort marginally grooved cards 
me for each customer. As the illustra- 


shows, each card carries on its 


face all significant data, including 
each order, quotations, samples for- 
warded, etc. Other data are marginally 
grooved to permit sorting and the 
creation of valuable sales administra 
tion reports 

The number of such cross analyses 
is almost without limit, confined only 
by what experience proves useful. For 
instance, with this extremely simple 
system Split Ballbearing can tabulate 
relating 
this to industrv, application, material 


types of bearings ordered 


the customer’s classification by volume 
and the company representative 
“New markets,” says Renz, “are dis 


For only 22c a line... 


233,300 
CUSTOMERS 
in the 

TROY, New York 


MARKET 


Population: 
Total Net Income 
Total Retail Sales: 


READ YOUR SALES STORY... 


ABC CITY AND RETAIL ZONE FACTS: 


233.300 
$450.781,000 
$200.943,000 


covered long before they become obvi- 
ous. Here and there, customers begin 
to order bearings of a type they never 
bought before. Why? Such departure 
from routine may be the result of 
samples ordered, research undertaken 
and new uses for our products dis- 
covered. This we cannot afford to 
ignore. We cannot just stumble into 
new markets. We should spot and 
exploit them before competition does 
Su 

Renz points out that there is a 
vital plus advantage to such early in 
formation: “It permits our organiza 
tion to call such new uses to the atten- 
tion of the trade. This sort of inter- 
ested service gains friends, encourages 
our customers to bring their ball bear- 
ing problems to us.” 


& Salesmen, with considerable justi 
fication, complain about the mass of 
material from headquarters much of 
it of interest only to sections of the 
sales organization. Split Ballbearing 
has found that its svstem offers some 
relief from this problem 

For instance, the company does a 
nice volume in the Midwest with agri 
cultural equipment manufacturers. On 
the East and Pacific Coasts this type 
of business is unimportant. The mar 
ginal sorting ability of the Keyvysort 
sales analvsis cards permits tabula 
tion by industries and geography 
Thus Split Ballbearing is acquiring 
the means to “rifle shot” significant 
data to interested sections of its sales 
organization The result, of course. is 
more careful attention to the material 
thev do receive 

Renz “Eventually we 
know we'll have to expand and refine 
our present simple sales analysis sys 
tem, aS our expansion program takes 
over. But what we have now lends 
itself to adaptation 


observes. 


without essen 
tialls disturbing basic principles In 
the meantime, our present system pro- 
vides a source of data with which to 
base decisions on fact, rather than 
guesswork. Flying blind is as danger- 


ous in sales administration as it is in 
the air.” @ 


Circulation 


City Zone Coverage 


Retail Zone Coverage 
Drugs of the Times 

“lt is a startling fact that ap- 
rw 7 proximately 70% of Lilly’s sales 
| HE TROY RECORD in 1958 represented products 
that were not on the market ten 
mh 4 ~ years earlier,” declares Eugene 
| HE TIMES RECORD N. Beesley, President, Eli Lilly & 


Co., Indianapolis, “and 40% rep- 
TROY, N. Y. 


resented medicines not available 
even five years earlier.” 
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“To me, LIFE is a succession of moments which men have 
made into highlights of history.” Only LIFE is so many 
things to so many veople. Something special to each one. 


Photo by LIFE staff photographer Carl Mydans, who as 
LIFE’s first overseas reporter-photographer, has covered 
some of this generation's most important news stories. He 
chose this photo as one that shows a “‘highlight of history.”’ 
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There's no need to explain your decision 
HOSPITALS 


delivers 
verified 
leadership 


The lead is 


19,102 
16,152 
14,673 


Statement 
12/31/59 


HOSPITALS, JAHA®* 
Journal No. 2* 
Journal No. 3* 


“Source: ABC Publishes 
for 6 months «° 


The lead is 


and 
34%, 
over 
journo! 


No. 3 


HOSPITALS,.J.A.H.A.* 17.620 
Journal No. 2* 13,963 
Journal No. 3* 13,140 


*Source: ABC Publishers Statemer: 
for 4 months ending 17/31/59 


The lead is 


46% 


and"64", 

over journal No., 3 

HOSPITALS, JAHA* 1,469 pages 
Journal No. 2* 999 page: 
Journal No. 3* 889 page: 


unt of editornal 


ished during 1959 
HOSPITALS. 
Journal of the 

American 


Association 
840 North Shore Drive 
Chicago 11, Ilinois 


Please send Comparative Report 
on Hospital Publications 


Company. 


Principal Pro 


Sales Management June 17, 


New Books for 


Creative Selling. By Charles F. Lohse. 
Published by Charles Scribner's Sons, 
597 Fifth Ave., New York 17, N. Y. 
Price: $4.95 


what sell, believes Mr 
He’s built his book around the 
premise that the best way to increase 


Ideas are 


Lohse 


vour effectiveness as a salesman is to 
train vourself to think creatively 
rather than to rigidly follow the old 
rules of salesmanship. The author is 
director of sales personnel and train- 
ing for Crown Zellerbach Corp 
the book grew out of a training pro 


, Savs 


gram his company conducted—a pro- 
gram judged by the National Society 
of Sales Training Executives to be the 
most significant contribution in 1955 
in the 


perienct d salesmen 


field of training new and ex 


Handbook of Successful Sales Meetings. 
By Bill Publishec by 
Prentice-Hall, 70 Fifth Ave., New 
York 11, N.Y. Price: $6.50 


N. Newman 


Inc., 


If yours are problems of livening 
up sales meetings and of motivating 
salesmen, vou'll find stimulus in this 
hook. It spells out wavs to kev the 
meeting to a theme; tells 
when and where to hold vour meeting 
for best results; how to “emcee” 


dramatic 


your 
how to build 
[ he 


manager of 


meeting with assurance; 
author 
the 
American Life Insurance Co 


to a meaningful climax 


is national sales 


securits 


How to Plan, 
Events. 
Hanson. 


Produce and Publicize 
By Hal Golden and 
Published by Oceana 
Publications, inc., 80 Fourth Ave., 
York 3, N. Y. Price: $6.00 


Special 
Kitty 


New 


Sooner or later ever, company, so 
cial club, civic body or, even, product 
celebrates a spec ial anniversary or o« 

casion. Here's a blueprint to insure 


that the off the 


ground, with detailed instructions on 


celebration gets 


how to plan the event and promote it 


The NSE Sales Managers’ Motivatior 
Guide. Published by National Sales 
Executives International, 630 Third 
Ave., New York 17, N. Y. Price, to 
non-members: $4.00. 

This 


evaluate 


booklet 


motivations 


V aluable 


attempts to 
human 


where 
It looks at 
incentives, speaks with some authority 


the salesman is concerned 


on the sales manager’s stake in under- 
standing the motivation of salesmen, 


1960 


Marketing Men 


and provides case materials and exam- 
ples. It is written in easy, non-technical 
language. 


Techniques for Efficient Remembering. 
By Donald A. laird and Eleanor C. 
Laird. Published by McGraw-Hill Book 
Co., Inc., 330 W. 42nd St., New York, 
N. Y. Price: $3.95. 


Che Lairds are well known for their 
books on self-improvement: Dr. Laird 
once was director of psychology of 
Colgate Psychological Research Lab 
oratory. Their latest book is a study 
of remembering techniques, using only 
four general rules as the basis for all 
In addition, the authors 
show vou how to search out the mean- 


tec hniques 


ing of what you want to remember 


Salesmanship: Modern Viewpoints on 
Personal Communication. Edited by 
Steven J. Shaw and Joseph W. Thomp- 
Published by Henry Holt and Co., 
383 Madison Ave., New York 17, N. Y 
Price: $5.75. 


son 


A fairly sophisticated approach to 
selling, this book covers such ground 
is: the psvchology of communicating 
with prospects, soc ial-class position of 
prospects, industrial selling and crea- 
tive Each of the editors is a 
Writers who 
contributed to this anthology include 
Dr. Ernest Dichter, Pierre Martineau 
Harold C. Cash and Vance Packard 


selling 


protessor of marketing 


How to Find and Pick Star Salesmen. 
By William Rados. Published by ICR 
Corp., London, 


$27.50 


New Conn Price 


Subtitle of this “hiring kit,” as the 
author chooses to call it, is “A pro 
gram of proved procedures for finding 
and selecting productive sales pet 
sonnel.” William Rados has put into 
the kit the he learned 
from service to such corporations as 
Babeock & Wilcox, U. § Gypsum 
Hearst, Nash-Kelvinator. The kit con 
sists of an instruction and co-ordina 
tion manual and an extra stock of 
forms of various types, including job 
desc ription The author thinks of the 
manual as a do-it-vourself kit, written 
from the sales manager's point of 
view. Among topics covered are: the 
recruiting campaign how to dete: 
mine your present and future yan 
power needs: 


lessons has 


seven-step procedure 
for selecting the best applicant; sales 
tests 


UAL 


Recommended ... specified... 
approved...requisitioned. These 
are typical buying actions taken 
by industry’s top buyers after 
consulting manufacturers’ catalogs 
in Sweet's. These catalogs give 
buyers and specifiers the 
product facts they must have 
when buying needs arise. More 
than 80 buying-action studies 

in six basic industrial and 
construction markets document 
the buying activity a catalog in 
Sweet's can produce for your 
product. Your Sweet’s District 
Manager will gladly review the 
results of these studies with you. 
Sweet's Catalog Service, Division 
of F. W. Dodge Corp., 119 West 
40th St., New York, N. Y. 


pment’s 
bthervane 


An-industry-by-industry 
look at potential inven- 
tories and an estimate ' 
of the advertising pres- 
sure that may be neces- 
sary to move these in- 
ventories. 


Key to Ratings of 
“Advertising Pressure” 

(The Advertising Increases Needed 
to Capitalize Fully on Current Po- 
tentials for Sales) 

a Even maintenance of adver- 
tising required. 

xk* Normal advertising ad- 
vance required (5% to 8% increase 
in budget). 

kkk Lorge advertising increase 
required (8% to 14% increase in 
budget). 

**kk* Extraordinary advertising 
increase required (more than 14%). 


Key to Ratings of 

Inventory Size 

A—$2 billion and over 

B—$1 billion to $2 billion 

€—$750 million to $1 billion 
D—$500 million to $750 million 
E—$250 million to $500 million 
F—$100 million to $250 million 
G—Under $100 million 

Size is by value of the industry's 


inventory as of the present time 


} Arrows indicate increase or de- 
crease in rating over past two 
months. 


Basis for Advertising Boom Grows 


The heaviest third-quarter adver- 
tising volume in history may be com- 
ing up. On the strength of large pro- 
duction and expansion plans, plus the 
public's high buying power and busi 
ness strong financial condition, SM’s 
Advertising Weathervane Board sees 
an average 10% advertising increase 
needed 

The need varies according to in 
dividual industry and 


season I he 
June analysis brings a higher rating 


for the near term in eight industries 


Next 
2 Mes. 


and a lower rating in three. For the 
long term, representing the next 12 
months, there’s an increase for six 
and a decrease for ten. In no sense, 
however, do the lower ratings signify 
anv industry deterioration; rather, 
they reflect a lessening need for a 
product on a purely seasonal basis 
In some cases, this seasonal factor is 
strong enough to penetrate the long 
term rating 

Heavy spending for new facilities 
is expected to prov ide keen stimula- 


tion to ad pressures. The Advertising 
Weathervane Board estimates that 
businessmen will spend a_ record 
$38.2 billion this year on new plant 
and equipment, exceeding the previ- 
ous peak of $37 billion in 1957 and 
last vear’s total of $32.5 billion. Man 
ufacturing firms, alone, are expected 
to spend more than $15 billion on 
new facilities — an increase of more 
than 25% over 1959's figure. Of this 
$15 billion, about three-quarters is 
earmarked for machinery and equip 


iY ae aad 
a ied De iy ae wos . 


to work in 


Because Idaho's 


W hy ? 
abundant recreational facili- 
1 great outdoors pro- 
workers with an ideal 


jOD Result: a 


} 


getic, stable WOrkK 


force, minimum turnover and 
absenteeism. No place in Ida- 
ho is more than an hour trom 
4 trout stream. And the aver 
age worker lives less than 10 
minutes from his job. Because 
Idaho workers spend less 
time getting to the job... 


, : , , , 
they do tar better on the jolt 


IDAHO WELCOMES INDUSTRY 


} n what 
pany write t 
ment of Com 
pr t, Room 602 
Boise, Idaho 


Determine Your 
Sales Potentials 
SEE PAGE 104 


J. Carvel Lange, Inc. 


NEED HELP? 


Sales executives seeking outside assist- 
ance with sales and marketing prob- 
lems will be interested in the new “At 
Your Service’ department that starts 


on this issue. Turn to page 103 
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So the 

big boost will be to productivity 
Importantly, too, the addition to 

production facilities comes on top ot 


ment, only 20% for buildings 


record-breaking expansion in recent 
vears. During the last three vears 
total new plant and equipment spend 
ing has jumped to an aggregate of 
over $100 billion. In the past decade 
it totaled close to $300 billion 

\ further swelling of productior 
capacity comes from labor's increas 
ing ability. Since the middle of ‘58 
productivity has gained almost 4% 


in lunpressive rise even tor a recov 


ery period The historic rate of in 
crease—brought about by more plants 
better equipped plants and bette 
utilization of facilities—has been 2% a 
veal Recent large scale moderniza 
n programs and massive spending 

new product 


also get a share of th 


must 
credit tor the 
greater operating efficiency 


deve lopm«e nit 


Another strong source of advertis 


it yessures is the varietv of novel 


| 
urticle 


coming off the nation’s draw 
rds. New products are likely 

markets this vear in record 
king amounts, judging from re 
search ind = ce velopment 


The board ti 


spending 
nates this spe nding at 
tor 1960 
lion dollars ovet the pre 
ord established in ‘59 


i leap ot more 


viewpoint of finan 

ippear to be in a 

o handle new plant 

expansion and, for 

sharph higher ad 

vertising xper litures which appa! 
ahead. Even though divi 

outs have gone up 5% this 
worations have been adding 


hnanci il resources 


estimates this vear’s an 
nual rat of accumulation of 
resources at $41 billion, a new high 


Depreciation reserves, the writedowns 


suc h 


from past investments in plant and 
likely 
future expansion 
we rising at a $15.5-billion annual 
Retained 
earnings for 1960 are estimated at a 
$13.2-billion annual rate up about 
10% over last vear 


equipment ind =the 


withal for much 


where 


rate again a new high 


New financing 
also represents part of the rise in the 
financial resources of American busi 
ness 

Buttressing the favorable balance- 
sheet position of the nation’s business 
men as a whole is a comparatively 
Even though 
profit margins have been tightening 
in recent 


good income situation 


months, total corporation 
profits after taxes for 1960 are esti- 
mated at $27 billion, a strong new 
high comparing with approximately 
$25 billion in ’59, the previous record 


1960 


vear, $18.9 billion in ‘58 and $16 
billion in °49. 

In the same vein, the shape of 
consumers’ finances is excellent — an 
other reason to increase ad appropria 
tions. Disposable personal income 
after taxes, is running at a record 
$350-billion annual rate, and the 
board estimates that it will reach 
$353 billion in the third quarter, up 
5.4% over the similar period in ‘59 

High retail sales are moving in 
well, encouraging an in 
crease in production. Effective and 
advertising has helped 
speed up this inventory movement 

The growth of our giant productive 
system is indicated in the vast, half 
trillion-dollar annual rate of our Gross 
National Product (representing the 
nation’s spending for all goods and 
services) in the first quarter of this 
vear. The $500. 2-billion total, on a 
seasonally adjusted annual rate, com 
pares with $479 billion in ‘59, $442 
billion in ‘58 and $443 billion in °57 
Significantly, it was not just inven 
torv accumulation from the steel strike 
which caused this vear’s first-quarter 


ventories 


very heavy 


rise; more than half the over-all gain 
fixed invest 
growth areas 


went into consumption 


ment and other basi 


®& SM’s Advertising Weathervane has 
taken all the foregoing influences and 
iw ide variety of others into considet 
ition in determining an advertising 
pressure rating for each of the indus 
tries tabulated here. The 
which can readily be translated by 
referring to the kev at the top ot the 


page, 


ratings 


are based on the comprehe tN 
sive data available to a carefully s« 
lected panel of 90 authorities. Whoily 
impartial, this Advertising Weather 
vane Board includes trade analysts in 
the Department of Commerce, Cen 
sus Bureau, Department of Labor 
Board, and other 
Government agencies, as well as in 
tr ide 


Federal Reserve 


associations, financial 


institu 
tior universities and other private 
organizations 

rhe ratings are developed from the 
consensus of these experts, who evalu 
ate and draw conclusions based on 
the following weights for Advertising 
Weathervane 
verse of 100: 


ratings, using a uni 


Current Production Capacity 20% 
Expansion Projections and 
New Products 
Current Inventories and Sales 
Public Needs for Product and 
Potential Buying Power 


Ability of Industry to Finance 
Increased Advertising 


Industry Labor Productivity 


. 


y erie 


The world-wide newsweekly for communicative people 


Let's assume you sell 
consumer goods. In that case, 
your best prospect is probably a 
man with an above-average in- 
come, say over $10,000. News- 
week reaches, per advertising 
more such readers than 

' other newswee KI ° 
Or perhaps you sell industrial 
products. If so, your best pros- 
pect is likely » a manage- 
ment, professional or technical 
executive. Newsweek reaches, 
per advertising dollar, more 


such readers than any other 


Of course Im sure. ee 
I read it ys . Don't you think Newsweek 


is justified in calling itself ‘‘prob- 


th + 


in Newsweek P pe dhe ypperi in agaaaaa 


advertising mediun 


WAIKIKI BEACH 


OCIAMOND MEAD IN OST 


NSE’s New President 


Fred Emerson—known to everyvon hair that’s inclined to slip down his pieic for pollution, construction of flood 
is Fred—has been elected pre sident of forehead when he gets active Emer control dams and alleviation of water 
National Sales Executives Interna- son has been president of the Spring 


proble ms throughout the Connecticut 
tional, effecti Juls for the 1960 field Sales Executives Club, a district River Valley With all this New 
| NSE ha director and a regional director. For ingland in his background, peopl 

two vears he was treasurer of NSI ire surprised when he tells them he 

ind for three years he was vice presi was born in Billings, Mont. (46 years 

of his own « ympany. He's dent. A former town father of Aga igo But his family moved to Con 

p and sales manager of Spartan Saw wam, Mass., he’s also been preside nt necticut when he 


I was a boy. Besides 
Works, Inc.., oprir gfield, Mass ind of the Massachusetts Selectmen’s serving 


is sales \ p for Spartan, he 
started with the company as al Assn., is currently chairman of th acts as chairman of the Independent 
ne reason: He wanted Metropolitan Affairs Committee of Publishing Co., publishers of his 
end of the business the Springfield Citizens Action Com hometown newspaper. He and his 

with a wayward lock of mission. He has worked for Federal wife have two children 
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The Spark in Exide’s Batteries 


Early this vear Exide Industrial 
Division of The Electric Storage Bat 
terv Co. won a contract for submarine 
batteries amounting to $3.2 million 
The division has begun to make a 
new line ot golf cart batteries Look 

ihead, it sees such potential busi 
ness as batteri« for 
trucks and autos A salesman who 


likes to think of himself as “a pur 


veyor of packaged power” has jumped 


electric street 


from general sales and marketing 


manager of the division to vice presi 
dent—marketing. He's C. J. (Dinty 
s he has helped 
sales prog im 
that will enable Exide to launch what 
it believes will be the 


packaged powell Dint 


Moore. For sev 


COncCCIVE ind shape i 


golde mn age ot 
Moore was 
I lectr KK 


17 
ver ictive in the id 


trial Truck Assn H 


Indus 


career with 


New Sales M.D. at ABC Radio 


“It's the smartest thing ABC could 

” $a) indid Robert R. Pauley, 

nl isk him whi ABC named 

him ilesman—to be \ p in charg 
of its Radio Network Its no secret 
that the Radio Network has been in 
trouble: Inventory has exceeded mat 
ket: he feels radio h 


na unde 


s been undersold 

rpriced. Obviously ABC 
rd H Goldenson 

Paules 5-ish. tall. thin 


has been easter sale ‘ 


oncurs 
manager hav 
ing joined ABC in ‘57 as an account 
executive means salesman. 
He's de im ff his career to 
radio s s at or time or another 
has worked for all three major net 
works After the war he went off 
o Harvard School of Business Ad 
ministration for a 2 While 
he was there, in summers, he worked 
is a salesman for WKOX 
ham, Mass., a small 
tion. He decided to get into broad 
casting for a living. Later he landed 
at New York’s WOR. left there after 
two vears to go to NBC Radio Net 
work where he the first three 
Monitor sales — before the show went 


on the air 


ear course 


Framing 


successful sta 


mm ice 


“I'm no oracle; I don’t 
have the answers to all our sales prob 


THEYRE 


IN THE NEWS 


BY HARRY WOODWARD 


Exide is due, in part, to an accident: 
He was graduated with the class of 
"299 from the Naval Academy, then 
almost lost an eve when he was hit 
with a driver on a golf course. Ironi 
cally, it was the Army that took ad 
vantage of his education when he 
couldn't pass the necessary phy Sit al 
for a Navy career. The 


antiaircraft instructors 


Army needed 
He was com 
missioned into the Army Reserve, for 


eight vears was an _ instructor He 
joined Exide in °35 as a salesman in 
the Pittsburgh branch. In °41 he was 
transferred to headquarters as super 


Later he 


ind mo 


visor of motive power sales 
was manager of the railway 
tive power! sales division, then sale 

He and his wife—they hav 
two children—live in Abington, a Phil 
suburb. Dinty founded the 
Exide “Yes-But” Club. Each salesman 


manager 


ade Iphia 


lems.” he savs. But his thinking is 
Public in- 
“Are we serving. the public 
will they listen?” Stations 


giving the stations something they 


running along these lines 
terest 
’ Are we 
can’t do themselves?” Advertisers 

“Are we pricing our offerings sensibly; 
are we 


prov iding the audience?” 


Sales Management 


had to send in every argument he'd 
ever heard against battery power, and 
suitable answers. The arguments were 
printed on the backs of cards. His 
“deck” with them 


“deal” out when they meet opposition 


salesmen Carry a 


from a prospect. 


When he gets all the answers, he 
feels, ABC’s Radio Network will be 
on the way out of the woods. . . . He 
was born and raised in New Canaan, 
Conn., where his father was a con- 
tractor. He used to restore ancient 
automobiles; his hobby, today, is de- 
simming houses for his friends. 
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America’s modern way of doing business 


a”. 


4 


‘ e 
New styles from world's /argest manufacturer of children's dresses arrive at fashion show fast... delivered by AIR EXPRESS 


‘‘Cinderella"' is first to market with Air Express 


These youngsters are about to model the /atest collection of ‘‘Cindere/la"’ frocks for the junior set. 
This debut of new creations by Rosenau Brothers is the “‘Paris showing” of the children's market. 
New fashions often must bow at buyers’ showings thousands of miles from the Philadelphia factory — 
just hours after the /ast stitch was sewn—or /ose a big order. That's why Cinderella takes no 
chances—ships by AiR EXPRESS regularly. Only low- 
cost AiR EXPRESS assures overnight delivery coast to 


coast. These advantages could help you, too! Call AiR AIR EXPRESS 


EXPRESS and be FIRST TO MARKET...FIRST TO SELL. [oJ 
‘o—_* 
& CALL AIR EXPRESS DIVISION OF RAILWAY EXPRESS AGENCY + GETS THERE FIRST VIA U. S. SCHEDULED AIRLINES 
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PACKAGES 


scented polyethylene: 
more than a gimmick 


PRODUCTS 


giant food firm 
goes industrial 


MARKETS 


tailor-made selling 
of college financing 


MAIL ADS 


FTC extends cleanup 
to direct mail ads 


MARKETING NEWSLETTER 


Early evidence dispels the impression that scented polyethylene 
is a packaging gimmick. It may prove a@ real sales booster. 


In one of their first applications, polyethylene bags scented 
with perfume are used for packaging hosiery. The user, Comette 
Hosiery Mills, finds the new package greatly promotes impulse 
buying. After 60 days, the company realized a 10% sales in- 
crease. . . « Extra cost for the scent: less than 20 cents for 
1,000 bags—insignificant in terms of extra sales appeal. 


General Foods goes industrial. The big food company is enter- 
ing the industrial lubricant field with a full line of refined 
animal oiis. GF, through its Atlantic Gelatin Division, is 
already marketing the oils to a wide range of industrial users. 


Other consumer goods marketers, particularly food firms, are 
edging into industrial lines. General Mills, for example, is 
widely diversified in a variety of industrial fields. Today, 
@ marketing exec never knows when some giant company with vast 
resources might decide to invade his product area. 


Tailoring its selling to a special, growing market, Household 
Finance has set up Education Funds, Inc., to handle college 
loans. Although special types of education loans are avail- 
able, HFC's mass approach to this market does not restrict the 
loan because of student's age, ability, need, type of school. 


Two statistics bear out the wisdom of HFC's moves: (1) College 
enrollment is expected almost to double in ten years, from 3.5 
to 6.4 million; (2) of $48.5 billion of credit put to work by 
consumers last year, only $100 million went for education. 


Direct mail advertising abuses—long ignored by Federal Trade 
Sommission—are the target of FTC's newest crusade. Commis- 
sion staffers not only in Washington but also in ten field 
offices have been directed to collect suspicious mail received 
at home, turn it in for investigation. Look for a test case, 
probably against a big-name mailer, to be brought before long. 


FTC's probe will be confined to mail ads for merchandise, won't 
include services. Postal fraud orders have been chief enforce- 
ment weapon against unscrupulous operators who make wild claims 
through the mails. But the P.O. has to prove fraud to make a 
case; FTC need find only "a capacity to deceive or mislead." 
- « « One major group of mailers, Associated Third Class Mail 
Users, greeted the announcement with hurrahs, sent congratu- 
lations to FTC Chairman Earl W. Kintner, pledged full cooper- 
ation, added that “honest advertisers have nothing to fear and 
much to gain from a crackdown on the crooks." 
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STRATEGY Studebaker-Packard is showing signs of diversifying, at last. 
The auto firm has a $100-million tax-loss credit that expires 

is Studebaker by 1963. With sales, profits, and share-of-market sagging in 

ready to buy? '60 after a bright '59, it's a fair bet that Studebaker might 
not be able to cover the whopping tax credit with earnings from 
its Lark. .. . But another company's profits will do just as 
well, so S-P recently bought Gravely Tractor (earnings over 
$2 million). There's still room to spare, and Studebaker is 
undoubtedly on the look for more companies, bigger companies. 
Any tekers? 


ADVERTISING How to determine the most profitable level of ad spending? A 
new approach to this perplexing problem comes from International 
how much Business Machines. It's a scientific method that applies math- 
to spend ematical models to practical ad situations. ... The new sys- 
tem, developed by IBM's R. S. Weinberg, manager, market research, 
treats ad strategy within the over-all competitive environment 
—not ina vacuum, It may be a big step toward narroving the range 
over which marketing decisions must be made on basis of judg- 
ment alone. . . . 140-page book on the system is available (price: 
$5) from Association of National Advertisers, 155 E. 44th St., 
New York 22, N.Y. 


SELLING Drugs, cosmetics, housewares, and stationery are now being sold 
in nine out of ten Super markets. Children's books, magazines, 
FTC report loaded toys, hardware are stocked by 70% to 80%. These facts are 
with market data gleaned from a massive Federal Trade Commission report on "Con- 
centration and Integration in Retailing." .. . Marketers in 
scores of non-food lines will find nuggets worth mining in this 
558-page volume—packed with useful information on marketing 
through food outlets. For a 5=<page summary, write to FTC, 
Washington 25, D.C.; for the full study, 2nd $1.25 to Super- 
intendent of Documents, Government Printing ‘fice, Washing- 


+ _ 


ten 2S. DeCe 


MISCELLANY More sales executives are switching to some form of car-leasing 
plan for keeping salesmen on the road. New survey from Dart- 


news ond ideas nell Corp. shows that 37% of companies now usSe a car-leasing 
of marketing note plan, compared with 25% in '56 and 14% in '52. Advantages: im- 


proved salesman morale, fewer administrative headaches. ... 
Little Denmark is investing $4 million in U.S. advertising 
this year. The country expects to sell $100 million of goods 
in this country in '60, compared with $17 million ten years 


ago. »« « « Cuban Tourist Commission is waking a strong bid for 
Negro vacation trade. ds in U.S. Negro media stress "Vaca- 
tion without humiliation" and add that Negroes receive first- 
class treatment in Cuba. .. . Largest single product group 
advertised on IV is food-grocery products with $275 million 
invested in network and spot TV in '59. Following, far behind, 
are: cosmetics and toiletries, $131 million; drugs, $123 mil- 
lion; tobacco products, $106 million. ... Today, 22.4 million 
women are bringing home their own paychecks; 61% are married, 
23% single, 16% widowed. 
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“We introduced our new Elgin watches exclusively in Loox 
last year, and our sales shot up so far we had to increase 
our production force over 30%," says William E. Koch, 
Vice-President Marketing, Elgin National Watch Co. 


When Elgin developed its new line of $19.95 Starlite and 


Sportsman watches and 


a 1 the $49.95 Thin-Thin self-winding 


watch, it selected LOOK as key advertising medium. The in- 
troductory ad ran in LOOK's March 

= i" r> +f wetche 
17, 1959, issue and people across the yy shaseetee—now with 


» frat 


dy aBealance thats Quarantesd 


. -_- 
‘ 


follow-up Loox ads that we couldn't |All 


t - : 
i he demand,” 
\ 
Marketing Director : f 


Koch. “As a matter of fact, sales 


ation began buving Elgins in 
record-breaking quantity 

“We sold so many watches afte 
that first advert é 


adve sement and the 


reports 


ells them 


of Elgin watches for the first two months of this year are 

77% ahead of the same period in 1959.” 

To what does Mr. Koch attribute Elgin’s briskly-climbing 
sales curve? “Well, of course, there’s the product itself. And 
there’s the advertising. LoOK’s known influence on its huge 
young audience... its ability to inspire our sales force and 
the dealers ... have been vital factors.” 

Does Elgin plan to continue its LOOK campaign? “Defi- 
ats ~ nitely,” says Mr. Koch. “We've just 
¢ had dramatic proof of the kind of 
4 selling job LOOK can do.” 

In the first quarter of 1960, only 
LooOK—among all major magazines 
achieved record highs in circula- 
tion and ad revenue and ad pages 
One reason for this unmatched vi- 
tality is LOOK’s ability to produce 


sales. For Loox means sales. 
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MURRAY DANFORTH LINCOLN 


DYNAMARKETER 


The Co-operatives Lincoln — 


More Marketing ‘Revolutions’ 


By LAWRENCE M. HUGHES 
Senior Editor 


S for just a moment to admit that 
lo big enough things early enough.” 
And then, at 68, he plur ges into the still-bigger things 
t tomorrow 

The life, until now, of Murray Danforth Lincoln 
ust been told in some detail (“Vice-President in Charge 
of Revolution,” by Lincoln, as told to David Karp and 
published by McGraw-Hill Book Co But the work to 
come may be more exciting and, for a lot of people the 
ind rew irding 


Former Count’ gent Lincoln 


h iS 


world ovet more meat iv ul 


has ipplied his vears to 
“people ’s” ente rprises coope rative pure hasing and mar 
keting by farmers: to consumer co-op grocer stores and 
{ isoline business » the Nationwide 


panies, Columbus, Ohio, the assets of which have grown 
in the 4 vears of | 


nillion 


mstrance com 
s ke idership from zero to $350 


Lincoln's ¢ operat ought to extend rural electrifi 
cation from less than 2 95 
Among other thing 
long presid d over ( ARI 

capa ities he continues to work with the 

United Nations He goes to the Democratic N itional 

Convention in Los Angeles next month as an elected del 

rate. Some peopl sav he will leave the convention as his 
irty's candidate for vice pre sident 


of the nation’s farms 
helped to found and has 


mum about this. But pris itelv he tells SM 
wont settle fo rv of Agriculture Acceptance 
of such an offer Franklin Roosevelt 16 vears ago 
might have made Lincoln vice president instead of Harr 
Truman 
Meanwhile, he is sure that consumer cooperatives 
spurred by Nationwide, are just hitting their stride. He 
sees “co-op needs and opportunities here and abroad 
stimulated by inflation and the Cold War And even in 
“prosperous America,” many millions still cannot stretch 
their dollars far enough 


Phe small co-op stores that sprang up across the land 
during the depressed 0's have nearly all folded. “What 


we need now,” Lincoln emphasizes, “is co-op super mat 


kets—in fact, whole « -Op shopping centers This job won't 
be eas\ Even ARP mM inh 


lost its shirt in turning its busi 
ess from 15,000 little stor 


s to 2,000 big markets. A & P 


res in operation at the end of °59 

“But big, modern co-op markets already are operating 
in Chicago the District of Columbia and other urban 
centers. Our initial network should embrace at least 20 
co-op shopping centers Each would handle groceries 
farm produce, drugs clothing, gasoline—75% of usual 
family needs. And in each, among other services, would 
be an insurance office a cre dit union i bank . 

This program, of course, could be stepped up sharph 
by a quiring an existing “private” chain. Lincoln has long 
had more than a casual ac quaintance with $5-billion-a-vear 
A&P. But he will sav only that, “at one time and another 
I've suggested the possibility that we buv a leading gro 
cerv chain, such as A&P.” 


had a total of 4.276 st 


®& And because A&P is strong in the East and Midwest 
logic suggests that the co-ops might also need a strong 
western chain, such as $2.3 billion Safeway 

Lincoln Savyvs that any new co-op colossus would be “a 
separate operation —only incidentally connected with 
Nationwide 

But in other directions Nationwide is taking long 


strides on its own ed 


Finance, Inc., has just gone into car-leasing with Ry ler 
Svstem, Inc Miami. Tests are now under wav in Mar 
land, Delaware, and District of Columbia. “We think we 
can prove, to individuals as well as fleet operators,” 
Lincoln points out, “that they can lease more cheaply than 
thev can buy. In fact, we asked a sampling of our thre: 
million car-insurance policvholders whether a ‘lease pack 
age’ would appeal to them. In single monthly payments 
the package will cover fuel and other operating costs ill 
repair costs, and insurance. Two out of three of the 
polic vholders told us it would appeal to them.” 

Multiplying them by an average $3,000 a car, he comes 
up with $6 billion: “Thi would be annual revenue at 
starting costs Our 5,300 insurance 


A Nationwide associate Appro\ 


agents will solicit 
car-leasing too.” 

More than half of the agents ilso sell shares of t] 
Nationwide-associated Mutual Income Foundation 
open-end fund the volume of which increased 129 
vear 


last 


“We're going to do more with motels.” The first two 


units of iain of Nationwide Inns are now operating at 
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How to 
win friends 
and influence 
sales 


Profit by 
HAMMOND 
premiums—their 
proven success is 
your guarantee... 


Television sets, tires, cereals, candy bars 
- - - Hammond premiums have helped 
sell them all! Popular Hammond prod- 
ucts are excellent for inexpensive give- 
aways, traffic builders or self-liquidators. 
The Classic World Atlas and convertible 
globe are only two examples of prestige 
items that succeed as salesman and 
dealer incentives. 

For complete information about Ham- 
mond’s wide variety of in-stock pre- 
miums, or a Sales-Builder Plan 
designed specifically to fit your Goer 
needs, write J. T. McManus, (Mis) 
Manager, Sales Promotion Div. * 


C.S. Hammond 
& Company 
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MURRAY DANFORTH LINCOLN 
DYNAMARKETER 


Columbus. Spreading first to the com 
panies’ 12 regional-office cities, the 
should reach across the U.S. with the 
new interstate highwav svstem. Mean 
while, Zurich is the target site for the 
first inn abroad 

Murray Lincoln can be a hard man 
for even his friends to understand 
Once John W. Galbreath 
since built some of the nation’s larg 
asked Lincoln 
the cooperatives were up to 
“We're trving to 
save the worid by making evervbody 
a capitalist.” He thinks the “cooper 
ators” have done more for “the capi 
of their 


who has 


est skyscrapers what 


Lincoln replied 


talist svstem” than have any 
detractors 

Over the vears he and Nationwide 
have adopted “capitalist” methods 
and even financial incentives 

In 1944 a demonstration of the 
small Ford-Ferguson tractor, on the 
late Louis Bromfield’s Malabar Farm 
in northern Ohio, convinced Lincoln 
that it would help to “feed the world.” 
He considered taking over Ferguson 
But then he much 
we'd have to par the Ferguson man 
agement.” One man told him he was 
getting $225,000 plus bonus 

Lincoln shocked him by 


“I'm getting $17,500.” 


wondered “how 


Saving 


& But the incident caused him to tell 
Nationwide’s board: “If we're 


into big business, we 


going 
must <« ompen 
sate our executives in the same war 
And he put Art 
management-consultant 
Slade «& Hill to work 
on the problem: “How do vou pay 
people for doing things for people in 
the same manner in which thev have 
been paid for doing things to people? 
The problem have 
solved. Lincoln now admits to wages 
of “more than $100.000. And we have 
95 people who make more than $25.- 
000 each.” But before competence 
the No. ] requirement is still belief 
in the “people's” objec tives 
Nationwide and its president have 
learned to articulate them. One sub 
I Peoples Broadcasting Corp 


sialary, 


big business does.” 
Slade of the 


firm ot Rogers 


must been 


which operates profit ibly 
ind radio stations from Sioux City 
Iowa, to Trenton, N.J. The president 
v-holders 
recognition for 
He’s also 
pleased to note that the Nationwide 
sponsored “Hidden Revolution,” on 


1S ple ased to re port to polic 
for 1959, their 
public Se rvice 


“ 
new 


activities.” 


1960 


owns TV 


the CBS Radio Network, won a Pea- 
body award for “outstanding service.” 
In addition to the first “extensive” 
campaign in mass-circulation maga- 
theme), Na- 
advertising in 
“magazines of opinion and ideas,” 
farm and _ business publications and 
more than 300 newspapers 
Galbreath had a hand in getting 
Nationwide to build Lincoln Village, 
a housing project on 1,100 acres near 
Columbus. And last 
United Redevelopment 
joined with John W. Galbreath 


& Co. to improve urban areas. 


zines (on a “Securance 


tionwide schedules 


October a new 
associate 


( orp 


& Among other new members of what 
Lincoln calls “the companies’ family” 
Tectum is 
a building product of wood 
“excelsior” with 
Last vear sales of 


is Tectum International 
simply 


fiber 


magnesium oxide 


combined 
the domestic Tectum Corp. rose 21% 
to $9.3 million. Now Tectum Inter 
national is supervising the construc 
tion in South Korea of 
plant for Tec-Pan 

Nationwide has a financial relation 
ship with American National Growers, 
Inc., Fullerton, Cal. This $28-million 
business the Blue 
grower co 


a $2-million 
using rice straw 


much of it under 
label 
ops ANG 
frozen and canned form, to privatels 
It has also started 


(,00S8€ buvs from 


sells the produce, in fresh 
owned marketers 
» Grow its own 
But Lin oln 
broad 


consumetr 


ANG as a 


new era of 


also seus 
“source” for the 
“On an exchange 
basis, we're planning to build co-op 


ibroad 


co-ops 


starting in Germanv.” 

Nationwide is active both in the 
( ooperative League of the U.S.A. and 
the International Cooperative Alli 


ince, a federation representing co-ops 


SsupcrTrs 
| 


in 40 countries. But perhaps Lincoln's 
favorite “co op is CARE: “Peace in 
surance is our business.” 

But there are 
a bit discouraged with people—sp 
cifically us. He would not actuall 
“recommend that we undergo another 
ce pression But 


times when he gets 


something must be 
developed to give us urge and drive 

“An Ethiopian told me: “The Com 
munists will win because they 
at it.’ 


work 
We've got to start working 
180 million of us--for de 
If we did half as much 
to ck velop democracy as we're doing 
beat 


every last 
mocrac, 

to contain communism, we'd 
communism in nothing flat.” @ 


Thousands of firms are profiting 


from this versatile telephone! 


/s yours 7? 


Available in an 18-button executive model (shown) and a 


button secretaria/ mode/... both in green, gray or be/ge. 


It’s THE CALL DIRECTOR telephone once if you wish. You just push a button—or dial 


We're gett high praise for it from business The effect it has on productivity and profits 
firms all ove the country It's boostin gy operating will delight you! 
efhorency it low cost—wherever it is being used. 


‘ . ONLY ONE EXAMPLE 
Efficiency is the Call Director's strong suit. Its 


» 


versatile pushbuttons put as many as 29 outside, The Call Director is only one example of new 
extension or intercom lines right at your fi gertips Bell Svstem equipment now available to serve you 
With Bell System intercom, it gives you interofhice profitably. Why not learn about allt these new de- 
connections in an instant. It permits six-way tele- velopments? Just call your Bell Telephone business 
phone conferences. It lets you add others to calls office and a representative will visit you at youn 


! | hold calls on several lines t convenience. No obligation, of course, 


(4) BELL TELEPHONE SYSTEM 
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loughby was really Willoughby.” — 
Imp. 
° 
Ay A Better writers than I have hymned 
THE SCRATCH PAD oe. BY T. HARRY THOMPSON the praises of F.P.A., who died awhile 
tN LT? PTET A fl back and whose columning stopped 
long before that. I considered him 
tops in his time 
. 
“Background for Hope” was the 
title of a special supplement the 
4 midsummer night’s dream: That Cutting half a grapefruit is an art \merican Cancer Society took in The 
1 might burv my head in the sand till I wish the Florida Citrus Commission New York Times for a 15-year prog- 
the nominating conventions and thei: would teach it to some of the kitchen ress report on this hell-born scourge 
senseless recriminations are history mechanics who mutilate mine Elmer Bobst, board chairman of 
pa Warner - Lambert Pharmaceutical 


"aetend teens are Very gned for . picked up the tab on the 14-page 
u,” says Art Linkletter (who should —_, Willoughby finally took his long- —_ symposium 
“a mele myer nel walang cic dreamed-of trip to France. When he * 

ac a returned, a friend asked him about it When U.S. Rubber wanted a name 

selinsirtnctaacate “Wonderful,” he sighed “Espec ially for its canvas shoes, I suggested 

Paris. Mv onlv regret is that I could “Kix,” which was slang for “shoes” 

not have made the trip twenty vears uwayv back there. No dice. Someone 

igo.” else suggested “Peds,” which the 

“When Paris was really Paris, eh? client liked, but which had been pri 

the friend asked orized. The “P” was changed to “K” 

“N he said sadly. “When Wil ind “Keds” thev have been ever since 


End of an Era 


On a Sunday afternoon in early spring, the last regularly 
scheduled steam locomotives in the U.S. huffed and puffed their 
way to pasture in the midland community of Durand, Michigan 


Hundreds of railroad fans and railroaders themselves were on 
hand when engines 6319 and 6322 of the Grand Trunk Western 
arrived from Detroit. 


James Thorpe, general agent, said they were the last of the 
steamers on any major line, and James Shea, general manager 
of the Southern Pacific, agreed that the Association of American 
Railroads would likely recognize this as the last major, regular 
run in the country. 


What pictures these iron horses brought to mind! 


Standing on the platform holding my mother’s hand when 
one of the leviathans snorted into the station. Not a little frighten- 
ing when you're six vears old and they come at vou like some 
towering mammoth of the Ice Age 


Watching the nearby Baldwin Locomotive Works fill an 
order for some South American country with “moguls” half a 
block long, and with driving-wheels and crossheads whose pat 
People who are allergic to puns terns I likely had fingered in the steel foundry where I was ap- 


must get the secre aming meemies when prenticed. 
Como sings “What did Dela 
ave? did Deleware? : 
Bo What did Delaware? Who of us who ever heard a steam whistle bending with the 
2 : : 
1 net eooftend th wind in the dead of night will ever forget the sound? But who. 
idling 1s 10 onnned ft ¢ 


il ALi ) 

testing of eggs. We instinctively hold on the other hand, would flag the train of progress’ 

glassine-windowed envelopes up t T.H.T. 
> light to see if there’s a check in 
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MARKET SERVICE 


AMERICA’S MANUFACTURING PLANTS—a New Workbook 


How To Mechanize Your Selling 
How big is the industrial salesman’s 
job? Who does he see? How does he 
spend his time? Here are 
many documented answers to 
why costs of sales calls are 
rising, and what your busi- 
* ness publication advertising 
can do to increase the sales- 
man’s efficiency. 


How Advertising Increases Recog- 
nition— A summary of 10 recognition 
studies made for BUSINESS WEEK ad- 
vertisers, demonstrating the effective- 
ness of advertising in building recog- 
nition for a company and its products. 


Business’ Plans— 1960-63 — Here's 
the 13th Annual Survey of business’ 
plans for new plants and equipment 
prepared by the McGraw-Hill De- 
partment of Economics. This report 
reveals that American business plans 
ee to spend a record 
amount in 1960, and 

to continue spending 

at a high level during 

the next three years. 


Leading Sales Executives Report 
In their own words, 20 top sales exec- 
utives describe the results they have 
achieved through consistent business 
publication advertising. 


A Changing World Market Place 
Complete with graphs and charts, this 
booklet details the estimated $100 
billion overseas markets for American 
businessmen by 1968. 


New Chemica! Plants and Facilities 
A CHEMICAL ENGINEERING com- 
pilation of 438 major new 

plants and expansions in 

the chemical process in- 

dustries gives company, 

location, products, ap- 
proximate cost, job status. 


The Renewal Percentage — Through 
bar charts and other illustrations this 
folder explains how to understand and 
interpret the renewal percentage on 
an ABC statement. 


McGraw-Hill Space Checking 
Service—A new,‘ 16-page booklet, 
outlining all the material available to 
you through our Advertising Space 
Checking Service. 


June, 1960 


This 118-page statistical report, based 
on McGraw-Hill’s continuing Census 
of Manufacturing Plants, is an invalu- 
able sales tool and guide for marketing 
executives. The volume covers U. S. 
manufacturing plants by product, 
location and number of employees. 

The data was gathered over a two- 
year period by the McGraw-Hill Cen- 
sus Division. It was obtained by direct 
contact with the companies involved 

. . covers plants employing 95.57 of 
all workers in the plants within its 
intended coverage. 


This new book is divided into sec- 
tions. The first tells you about the 
McGraw-Hill Census of Manufactur- 
ing Plants—what it is, how it is de- 
veloped and maintained, and how you 
can use it. 

Part 2 breaks down markets by SIC 
for 437 industries, gives statistics on 
plants with 20 or more, 50 or more and 
100 or more employees. Part 3 gives 
you markets by states, with statistics 
for manufacturing plants and em- 
ployees. 

Part 4 shows markets by county, 
with individual maps. Part 5 is a multi- 
color, 50" x 37" wall map of the U. S.., 
indicating the concentration of manu- 
facturing plants with 100 or more 
employees. 

To defray a portion of the prepara- 
tion expense, a $25 price has been 
established for this book and map. 
They are available only through your 
McGraw-Hill representative. 


CONTINUED 


The Mathematics of Selling—Com- 
piled from various industry sources, 
this study shows why the cost of per- 
sonal calls is rising so rapidly, and 
how business publi- 

cation advertising 

can help the sales- 

man. Available as 

desk-top presentation 

for use with your 

management, or in a 

printed folder. 


REGIONAL OFFICES 


Atlanta 3, Ga 
Rhodes-Haverty Building 
JAckson 3-6951 
Boston 16, Mass 
Park Square Building 
HUbbard 2-7160 
Chicago 11, Ill 
McGraw-Hill Building 
MOhawk 4-5800 
Cleveland 13, Ohio 
1164 Illuminating Building 
SUperior 1-7000 
Dallas 1, Texas 

The Vaughn Building 
Riverside 7-5117 
Denver 2, Colo 

Tower Building 
ALpine 5-2981 

Detroit 26, Michigan 
Penobscot Building 
WOodward 2-1793 
Houston 25, Texas 
Prudential Building 
JAckson 6-1281 

Los Angeles 17, Calif. 
1125 West 6th Street 
HUntley 2-5450 

New York 36, N.Y. 
500 Fifth Avenue 
OXford 5-5959 
Philadelphia 3, Pa 

Six Penn Center Plaza 
LOcust 8-4330 
Pittsburgh 2, Pa 

4 Gateway Center 
EXpress 1-1314 

St. Louis 8, Mo 
Continental Building 
JEfferson 5-4867 

San Francisco 4, Calif 
68 Post Street 
DOuglas 2-4600 
Frankfurt/Main, Germany 
85 Westendstrasse 
Geneva, Switzerland 
2 Place du Port 
London, E.C. 4, England 
95 Farringdon Street 


FILMS AND FILM STRIPS 


(For a preview, contact your McGraw- 
Hill representative. ) 


Cable Address: McGRAW-HILL New 
York — This brand-new color film strip 
takes you around the world in 12 min- 
utes, shows the tremendous daily 
changes that can be significant to 
U. S. businessmen. See the vast net- 
work of McGraw-Hill 

business journalists in 

action, and how they 

track down important 

stories. 


information Plus—A color sound 
slide film to show how McGraw-Hill 
can help advertisers and agencies solve 
marketing and selling problems. It 
summarizes a few of the many aids 
such as sales and market data, re- 
search surveys, economic reports and 


printed material available from 
McGraw-Hill sales representatives. 
Time: 9 minutes. 


Smitty Steps Up — A bright, animated, 
16mm color movie spotlights the prob- 
lems of an industrial salesman. De- 
signed for use at sales 

meetings. Conclusion 

gives facts that vali- 

date the need for ade- 

quate advertising to 

support salesmen. 

Time: 12 minutes. 


Research—At Your Service—The 
story of research at McGraw-Hill is 
told in this color sound slide film. It 
shows the important part research 
plays in all the facets of business- 
paper publishing, and also how it can 
be used to check advertising effective- 
ness. Time: 114 minutes. 


Ask your McGraw-Hili 
Representative for copies 
of this material... 


What's in the Final Paycheck? 


Do you pay him more if he’s been there longer? Do you pay 


him at all if he’s quitting? Ninety-eight top sales executives of 
Sales Management's Sales Leadership Panel describe their com- 


pany policies on these and on other aspects of termination. 


Nervously eving the cost of main answered queries on termination pay The majority of companies tell us 


taining today’s sales forces (a single practices see box on severance pay), that they offer some kind of termina 
industrial sales call averages be 71 pay their salesmen salaries, with tion pay based on length of service, al 
tween $13 and $26), more and more or without commission, 34 pay com though some draw a strong distinc 
companies are facing the proble m of missions (with or without salary and tion between men who quit and men 
how to handle terminations when a 26 offer some form of bonus. Only 26 thev release for reasons other than 
man doesn’t pull his weight, or quit have written contracts with thei: dishonesty 
But policies vary widely among salesmen “If the salesman quits he gets 
SM’s Sales Leadership Panel com “Depending on length of service,” zero,” reports Park Q. Wray, Ji 
panies, ranging from six months pay says the general sales manager of a sales manager, National Seal Di 
timers in some companies Chicago industrial company, “we vision, Federal-Mogul-Bower Beat 
to nothing—for the man who two weeks’ or one month’s salar ings, Inc., of Detroit. “If he’s released 
Questions of commission o1 it's near the end of the ear and he gets two weeks’ notice plus sepa 
bonus further complic ite the problem rcumst 


inces Warrant estimated ration pay that varies from two 
Of the 98 top sales executives who 


due is prorated and paid.” weeks’ salary for men employed less 


Bidding Financial Farewells 
Of the 98 companies who told us how they handle severance pay arrangements: 


SALARY 


@ 1 company says termination Is covered by its 
profit-sharing plan. 


@® 25 hove a sliding scale of salary payments de 


pending on length of service. This ranges from 


a half-week to full week’s salary for each year COMMISSIONS 


with the company. Most pay one or two 
weeks’ salary for one year’s employment, up to 
three months’ salary for a real old-timer ®@ 19 pay commissions to day of departure. 


15 companies offer straight two weeks’ pay to all @ 9 pay commissions to the end of the month or 


; ; for 30 days after termination. 
out-going salesmen; another 15 give no termina 


tion pay when a salesman resigns @ 3 pay commission to date of departure on billed 


or delivered orders, only 
10 companies give only accrued vacation pay 


®©3 pay commissions at end of the fiscal year. 

8 companies prorate bonuses at time of de 

parture # @3 pay commissions after termination if the 
man influenced the sale. 

7 companies say they have no set policy on 

terminations; it varies with individuals © 2 pay commissions up to a mutually agreed-upon 
date 

5 companies give accrued vacation pay plus two 6% gave comninion whee Ge cee oo be 


$ | yr notice 
weeks’ salary o otic full 


4 companies say their men forfeit bonuses if they @ 1 holds up the commission check for 120 days 


leave before the end of the year. against cancellations. 


3 companies hand out two weeks’ notice, no ® 1 pays one-half commission for 60 days follow- 


severance pay ing termination. 
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two vears, to six months’ salary for any vacation accrued and not 
30-year veterans with the com taken, pius salary and bonus earned 
pany.” Federal-Mogul-Bower has an- to date of termination.” 
other unusual twist to its farewell Many companies report that they 
financing, according to Wray: “If have no set policy on termination 
he had attained age 40 and had at [vpical is this comment from Bob 
least ten vears’ seniority, he gets 50% Paulson, marketing manager, Audio 
nal basi separation pay. If Products Div Ampex Corp., Red 
50 vears old with 15 years’ service, he wood City, Cal.: “Termination, varies 
gets an additional 100%.” with the individual and the circum 
“Termination or severance pay is stances surrounding his departure 
not part of policy,” says C. V. Greg Our turnover is quite low. We are 
ory, general sales manager, Reliance prone to be lenient and generous in 
Electric and Engineering Co., Cleve such matters.” 
land. Whether he quits or is released Problems of commission payments 


“The salesman is paid ire more complicated what with un 


Per Household 


FIRST 


In Effective Buying Income 


NEW 


ENGLAND 
LEADS 


In Retail Sales 
NATION FIRST 


of all U. S. regions In Food Sales 


MASSACHUSETTS 
LEADS NEW ENGLAND 


* Larger than other 5 New England States 
combined in E.B.I. 


* Twice the population of the 2nd leading state 
© 50% of the Total Retail Sales 


and \W/ ©) [Ri © |E! S} ‘Ti [EI [RL 


A BILLION 
DOLLAR MARKET, Vd “ 


EB.I. $1,112,205,000 
RETAIL SALES $ 669,589,000 ie 
FOOD SALES  $ 181,757,000 Muss. 


You can’t cover Massachusetts 
without the Telegram and Gazette 


The Worcester 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 


MOLONEY, REGAN & SCHMITT, Inc. 


Representatives 


a? OF RADIO STATION WTAG ane 
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billed, undelivered orders, or sales 
for which the departing man laid 
important groundwork 

“Commissions are paid on all busi 
ness billed to dav of actual de 
parture,” says Samuel J Hough 
general sales manager, Skil Corp., Chi 
cago. “Commissions are paid to his 
successor on sold, but not previous! 
billed orders. This policy would 
have worked to his advantage when 
he started,” Hough points out 

One company whose contract with 
salesmen spells out the termination 
commission arrangement is The Foy 
Paint Co., Inc., Cincinnati. Says Sales 
Manager Robert T. Foy: “If com 
missions are earned at the time of 
termination, they are not paid until 
the normal date at the end of th 
fiscal veatr Commission account 1s 
closed however on the date of 
termination.” 

At American Photocopy I quip 
ment Co., Chicago, the final 
mission check is held for 120 da 


“to balance out cancellations, et 


Western Div. Manager Roger Rush 
tells us. “We pay commission on all 
id, and partial commission 


DUSINESsSS SK 


n machines t quiring installation b 


& One compan which goes bevond 
ermination date is Federal Glass Ce 
Columbus. Ohio. “We pay a str right 
ommission salesman full commissi 

n all orders on the books which |] 
has worked for, even if shipment 
not effected until 30 to 60 days af 
termination date savs CG. H 
Dp sales at Federal 

‘Peerless Pump Div Food 
chinery and Chemical Corp 

ve les spells out commission 

nts in salesmen'’s contracts 
h starts he inherits backlog 
General Sales Manayer E. W. Land) 
When he terminates, he gives 
backlog. He signs an agreement 
this effect when he enters.’ 

In the face of staggering training 
costs to replace outgoing men, what 
ire compantes doing see box on 
exit interviews, p. 70) to reduce 
turnover? Do thev hold termination 
interviews as a matter of routine 
practice? Do thev learn anvthing 
from them? Has the information led 
to anv constructive action?’ 

“We'd like to conduct such an 
interview,” savs Charles R. Young 

sales personnel manager, R. T. French 
Co., Rochester, N.Y., manufacture 

of mustard and spices “but it’s im 
practical in a national, 300-man sale 

staff No point in having our dis 
trict or division managers conduct 
them because supervisory or selection 
error would be camouflaged. And | 
suspect poor supervision or selection 


VOS, SU 


Make delivery 
promises confidently... 
Ship the fast, 

direct way... DE 


Easiest way to win new customers... 

hold your present ones...is to make sure 

their orders are delivered ON TIME! 

That’s why so many sales managers rely on 

D-C—the carrier that will back up 

your delivery promises with fast, direct, 

safe service... FAST because D-C 

uses 2-man sleeper cabs that go all the way 

non-stop coast-to-coast... DIRECT 

because only D-C offers one-carrier, 

coast-to-coast service... SAFE because D-C 

assumes One-carrier responsibility for 

your shipment all the way! Why not let D-C 

relieve you of your shipping worries... 

help you make repeat sales! Always specify 

D-C...coast-to-coast choice for s. Kansas City 
and Chicago cuts miles 


acteth-CX: “rvice! 
coast-to-coast service! _f olf OL entitional 
| — : system! 
| You'll find us 


in the 
YELLOW PAGES | 


DENVER CHICAGO TRUCKING CO., INC. 
the ON LY direct coast-to-coast carrier 


ssid aia 
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would be the true reason behind 
most terminations 
over rate is 14%, 


French's turn- 
about the same as 
it was five vears ago 

\ regular user of the termination 
interview is Eaton Laboratories Div 
Norwich Pharmacal Co., Norwich, 
N.Y., with a 9% turnover rate, down 
60% from that of five years ago. Sales 
Manager Frank M. Ault tells us that 
as a result of these interviews, “We 
have established an income protection 
program for men whose territories are 
cut, increased our salary scale, im- 
proved our selection and training, and 
improved our expense plan,” 

At Sherwin-Williams Co., Cleve- 
land, V-P Arthur H. Burt reports that 


What You Can Learn from 
Exit Interviews 


Seventy-five companies report 
thet they hold termination inter- 
views as a matter of routine 
practice. Did they learn anything 
which caused them to alter any 
established policies in order to 
cut down sales manpower turn- 
over? 

Only 17 did. Here’s the action 
they've taken as a result of what 
they learned in these interviews: 


@ Changed commission arrange- 


as a result of termination interviews, 
salesmen “sometimes get a different 


version of opportunities, causing them 


ments. 


@ Changed territory assignments 


@ Changed quotas 
to change their decision about leay 


S-W’'s salesman. turnover rate @ Established income protection 
about the same as in 1955 program for men whose terri 

Signode Steel 
Chicago, which maintains a low 5% 
turnover rate 


*« 2 ? 
Strapping Co ories are cu 


@ increased salary scale 
doesn't conduct exit 
interviews as a routine, says M. ¢ 
Carlson, asst 


@ Improved expense plans 


®@ Improved selection and train 
v Pp and general sales 


Ty ing 
manager But we ] 


ilmost always do 
if its a man we espe ially want to ® Are working more closely with 
keep " Signode has a written con men 
tract with its salesmen which 
Carlson, is “not really a le gal 


tract but 


in the field 


® Make travel requirements clear 


to new applicants and their 
a description of assign 
ment, et 


He 1S asked to sign to im 
dicate his understanding 


families 


@ Discovered supervisory short 
' mine out hich ome | 
One compan which conducts nings about which remedia 


farewell interviews but hasn't altered 


action could be taken 
established polic wes as a re sult @ Set 
Solar Aircraft, San Diego, ¢ 
I nn Db Richardson V-p sales 


interviews usual] 


up closer communication 
with home office 
i ® Realized need to use more core 
indicate that 
» salesman had a poor o1 ‘not clea 
1 . fain supervisors 
npression of where he fit and what 
opportunities were.” @ 


placing certain men with cer 


This Year's “Survey” to Be Published July 10 


To the world of morketing, May 10 has become almost as ovut- 


standing on the calendar as July 4 is for all citizens. The date is 
almost as well known as the issue for which it stands—Scales Man 
agement’'s Survey of Buying Power 

be July 10 


The May 10 date could have been maintained, with a further 


This year the issue date wi 


sp-dating of our estimates, but it would have meant continuing 


the use of the 1954 Census of Retail Sales as the benchmark. Last 


SEND FOR SAMPLE COPY 
AND COMPLETE DETAKS. 


year the Government made a business census for the year 1958 
but final revised returns have been delayed by Washington 
The editors believe that subscribers would rather wait another 
two months and get retail sales estimates for 1959 projected from 
. the new 1958 base than have us work from the 1954 base; and 
CATHOLIC so July 10 has been selected as the issue date 
The Editors 
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600,000 


Yr 50,00V/ 
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How to reach 600,000 families when they're 
full of the get-ready-for-Christmas Spirit... 


Christmas Ideas readers—600,000 of the nation’s 
most spirited families—are the most eager and 
buy-minded holiday audience you can reach 


Why? Christmas Id 


deas sparks them with page 


Christmas gift lists, new holiday recipes to try 
In this atmosphere of happy activity, readers and 
advertisers both benefit. Every idea-filled page 
helps create new sales— because the homemakers 
after page of specific ideas—new ways to decorate who read BH&G’s specialized Idea Annuals can 
at home, club or church, new suggestions for afford to buy and they're ready to spend 


HOME ones HOME " AS OMe 
TONNE “TT GARDEN IDEAS ea 


MORE % ES Is a ONS ape ~ 
| SPECIALIZED 4 | a4 a 
1 BH&G IDEA 
' ANNUALS 


Closes: July 15, 1960 Closes: Nov. 15, 1960 Closes: Dec. 15, 1960 Closes: June 15, 1961 


On Sale: Sept. 20, 1960 On Sale: Dec. 20, 1960 On Sale: Jon. 20, 196! On Sole: Feb. 20, 6! On Sole: Aug. 22, 196! 
New Rote Base: 475,000 Rate Base: 225,000 New Rate Bose: 185,000 Rate Bose: 135,000 Rate Bose: 165,00 


MEREDITH OF DES MOINES ... America's biggest publisher of ideas 
for today’s living and tomorrow's plans 
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=8 of a series on: 


THE 


10 BIGGEST MISTAKES EXECUTIVES MAKE 


Keeping the Staff in the Dark 


By DON H. SCOTT 
Don Scott Associates 


experiment? Place a ¢ yuple of spies 
le 


| 
1 let it leak out that vou are 


n changes. If vou tabulate the rumors 
yu will find at least two salesmen will 

er jobs. If you've several managers 
a 


vell as salesmen, and vou trv the same 


u had better look for one your 


first 


to believe that 
the same business for a 
] 


| 
it is really good for one is 


If the company prospers doesn’t 
chance for improvement? Don't 

rmine i company’s success? 
isn't more harmony found between man 
rsonnel? Often, they seem to be « ompeting 


get the best of the other 


derstand 
ul knew 
nterest at heart, would you not tend to be 
well? W yul 1 l f e more t )] 


in be blamed upon lack o 


re working for a man 


ynmunications 
so well what we are tr Ing u 
fail to consider how it could 
hen the staff snt have all 
it pica] example A true « vy the 
changed to protect the very guilty 
i sales manager with twelve salesmen 
He has been busying himself with the 


: ' 
levelopment of data on markets, com 


ies, « istomer situations, better way 
easier on the salesmen), and 
to the benefit of his men 
activity he sees verv little of the men 

m mths 


ready for the annual sales meet 


activities 

vement 

1 period of He is rushed because he i 

vet the na 

will be « xpla ned to the salesmen. Of course 

me knows George is working on something. Alread: 

t is common knowle dge that considerable standardization 
| procedure s is about to take place 

George 's compilation of data grows daily ind as it 

yws, salesmen coming into the office see the awesome 


Sales Management June 17, 1960 


pile of paper w wrk mors spre id. George is alread: 
un organizer and word has it that indi 
is about to be taken out of the 
salesmen’s jobs. And already a great many reports must 
be filled out by the salesmen—which takes their time off 
the job. With this new load coming up, how will there b 
inv time left for selling? Or 


even more of their week ends? 


known to be quite 
vidualitv and creativity 


will they have to give up 


As meeting-time appr aches, rumors grow. Who doe 
guy think I am anyway? Suppose I can't do this work 
it a wav of measuring my abilitv? Will I be replaced 
Ss makes me look bad? I've bee n around this place for 


} 


vears now and if this vounger guy thinks he’s going to 


pin me down with this kind of stuff, I know where I can 
go. Here’s what happened next 

[wo salesmen managed to get a two in about 
functions 


worres, at companys vice president 


ume aware of the upset and got upset himself. After 
ill, it would cost the company at least $25,000 for ever 
me of the salesmen that left He went to George s bos 
lim Watson ind instructed him to look into the matte 
ind stop Georg: completely if necessary 
Then one salesman did resign to take another position 
salesman himself didn’t blame this one on George 
evervone else did. And so it 


®& The furor increased until a week before the meeting 
hen Jim called George in and asked him what the exact 
vature and objective of all this work was. He did not tell 
ve that evervone 


was upset. George explained that 


merely the ver thing that the salesmen had been 


reaming for for the last ten vears. It was information 


‘ 
that they would not have to dig up themselves. It wa 
simplified reports that would replace the cumbersome 
time-consuming system they were working with. It would 
help to increase their effectiveness against competition 
It should add considerable extra earnings to each sale 
m in's income and certainls make each more secure 

Jim quickh accepted this and decided to do nothing 
until the meeting, when the whole thing could be ex 
Meanwhile, he sat with two salesmen on the 
train who let it-be known that each man on the force wa 
read\ to give up his ob ind look for something else For 
tunately, Jim accepted this as an exaggeration and told 
the men to calm down until thes got their facts at the 


meeting 


pl Lined 


Jirn then called (eorge in again and explained the atti 
tudes to him With 
il] the complaining ind criticism, everyone had avoided 
telling George, which is just about par for the course. He 


It all came as a big shock to George 


is now ready to quit himself. All the good work he had 

slaved to prepare not only wasn't helping him, it was a 

mark agains him Jim however, looked at the matter 

ybiectively and told George that it was by no means too 

>to get morale back to what it should be 

hey spent a good bit of time in the next 

rking together on the project of presenting the informa 

to the salesmen. Thev then did what George should 

the first Thev worked out all the wavs 

nformation would assist the salesmen, and 

from the salesmen’s point of 

wh rhe S\ m Was mere hy 

performing a real service for the 

it more time could be spent s¢ lling 

1k. They explained that they had 

ried about the amount of time the 

ve up to get the reports in. and 

vas worked up to give them more 

Thev then tabulated all the requests 

the had received from salesmen in 


ved how this work would meet 


1 out verv well. With this under 

t onls icceptec th new vstem 

his fine work. It doesn’t alwavs 

* point is that if the tw 
nd communication, were reversed 


} 


» pro edure Ss 


ive been avoided The dav you 


id this there will be much worrving and loss of produc 


tion throughout cust simply because management 


failed to communicate before a course of action 

Managers take a prett rough beating from the grape 

ne as it is, without creating their own difficulties 

Listen to this luncheon conversation between two mid 
dle managers 

Did vou meet that new man in the office vet. Pete?” 

You mean the tall guy with wavv hair?” 

Yeah, he came in the other morning and introduced 
himself and asked for our quart rh report. He didn’t say 
what his job was and I was hesitant to ask him. Do vou 
uppose he’s going to replace John Bartlett?” 

What makes vou think that?” 

I didn’t say I thought he would, Pete. I was just 

ondering. After all, John is the first one interested in the 
quarterly and he is being promoted.” 

“Well, if this guv does replace Bartlett, I'll leave. That’s 
the job I've been waiting for and I can do it better than 
anyone else. When they start bringing in people from the 


outside I guess vou can see where the opportunity isn’t.” 


Can you picture the kind of afternoon Pete will spt nd? 
Until this one is straightened out, Pete is not going to be 
much good to the company New faces without explana 
tions are always a threat around the pl act 

Or another example: Mike Thornton, salesman 
top-notch earner. He handles a large territory very 
and as a result his work has caught the eve of competitive 
One of them approaches Mike with a good 
offer. Mike isn’t too interested but he play s it smart. He 


savs that it is something he will have to think about and 


( ompane 2 


answer later. Meanwhile, his boss is promoted and anothe 
salesman is put in the job. Mike rightfully thought he 
should have had it. He is tremendously upset and takes 
the other company offer What he never found out was 
that he was being held for an even better job which would 
have materialized within the month. What his compam 
never found out was that thev could have saved Mike 
vith more attention to communi Evervone lost ex 
cept the competition 

constant selling ) do. Man 
managers will discard this article as being too basic to 


lu 


Management has 


worry abou hev mav order repr nts for their less e¢ 
cated managers to read and heed There will be few 


however, who will not violate the principle in the ver 


near future, and at great cost 

The idea of constant communication is basic and sim 
ple. It requires more than understanding, however. It re 
quires the development of very strict disciplines without 
which any manager is bound to make mistakes. In the 
work of training, we often get to know many of the peo- 
ple In an organization, at all levels. We see situations 
from both sides. It never ceases to amaze me how the 
most obvious lack of communication evades the attention 
of top managers 

A tvpical example is the sales manager who has spent 
a good deal of his life selling customers but who isn’t 
aware that he now has just as big a selling job to do with 


his own men continued on next page 


NEXT ISSUE 
Mistake No. 9 
“Hiring or Keeping the Wrong People” 
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The Reynolds Metals 
Company asked if we could 
lesign a compact, low cost 
Slide-Chart that wou 
explain simply and 
accurately how to roast 
neat or pou 
Wrap. Ordinary cookbooks 


ltr 
itry i 


mplex calculations. 


‘‘Perrygraf 
slide-charts 
taught 


million 
women how 
» to roast with 
—<"" Reynolds 
mee =Wrap”’ 


PERRYGRAF CORPORATION 


1500-H Madison Street, Maywood, iilinois 
150-H South Barrington Avenue, Los Angeles 49, Calif 
Saies Offices in Principal Cities 
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When he sold his customers, he 
sold according to their needs. He fig 
ured out their problems and made his 
living by supplying solutions to those 
problems. He called on them regu 
larly and made sure that his offering 
was always clearly before them. He 
provided them with many ways to 
make it easier for them to buy. He 
helped them evaluate his proposition 
favorably and worked out clever wavs 
to outshine his competition 

Now he is faced with the biggest 
selling job he’s ever had (and the most 
important and he violates every prin 
ciple he’s spent a lifetime learning 
He tells instead of selling. He dictates 
instead of investigating. He sits in his 


} } 


chair and expects information to come 


to him. He never got his market in 


formation this wav, why does he think 


t is going to be anv different now? 
He forgets he is still dealing with 
peopl 
In selling customers, he had been 
ible to tell when they iccepted his 
proposition because they paid mone: 
Now he has no sure wavy ot telling 
vhether the en buy or not because 
the decision is often not voiced He 
be vetting ibout 20 ot the 
luctior hee ‘ nuild get because I 1s 
iv through to his personne] 
snt e the parallel 
present selling iob and 
id before it 
nstea 0 mkt terms of 
mmunication, 1 nig be easier tor 
sales manager to think of his 
smen customers and his sales 
market If he uses the 
with them that he used 
previous customers. he won't 
to worrv about the new stud) 
ymmunications. Good communica 


th Ing more than good sel] 


* 


Reprints Available 


Reprints of each of these ar 
ticles on “The 10 Biggest Mis- 
takes Executives Make” will be 
available shortly after they ap 
pear. Please identify the spe 
cific articles you desire, as: “The 
10 Biggest Mistakes Executives 
Make followed by the titles 
and numbers of the articles you 
wish. Price: 20 cents. Write to 
Readers’ Service Bureau, Sales 
Management, 630 Third Ave., 
New York 17, N. Y. Enclose re 


mittonce 


21N1...In this age of consumer convenience, give the housewife 

the makings of a meal in one package and you've given your product a sharp 
merchandising edge. This particular Sefton Fibre Can contains both 

pizza dough and sauce, has an easy pull-tape opening and protects the products 
right up to preparation. Another demonstration (among many) of CCA's 
informed ingenuity meeting the needs of all kinds of pe»ple through packaging. 
To pack it—move it—sell it is the business of CCA packaging. 


CONTAINER CORPORATION OF AMERICA a 


Chicago 3...and all key marketing areas 


Folding Cartons, Shipping Containers, Sefton Fibre Cans, Molded Plastic Products, Point-of-Purchase Displays, Paperboard 
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In Delaware Valley, the Suburbs 
account for 61% of Food Sales 


—And in Delaware Valley’s suburbs, the Daily Inquirer is 


read by 27% more women than the major evening newspaper. * 


So, if you want to sell more where they’re buying more—put your advertising in The Inquirer! 


ree: “Philadelphia Newspaper Analysia” by Sindlinger & Company Inc. Highlights available on request 


for 1,406,000 aduit daily readers 


The Philadelphia ineer | Sere rer 
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NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave 20 N. Wacker Drive Penobscot Bidg 155 Montgomery St 3460 Wilshire Boulevard 

Murray Hill 2-5838 ndover 3-6270 Woodward 5.7260 Garfield | 7946 Duntith 5.3557 
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What Are 


You Doing 
About Estate 


Planning? 


It’s too easy to plan To Plan tomorrow; today’s dollars just about 


cover the roof over your head and the life you've fallen into. 


But the bills will sneak upwards as your income does, and you 


won't find any future bonanza--unless you set it up today. 


By ALLAN J. PARKER 
Attorney 


What s the singi¢ most important 
respon ibility of a sales executive? 


rhat’s a hard one—but pl inning” cet 


tainly ranks high on the list. You spend 


our time planning for others—vour 


products and vour 


What about some time in 


planning for 


company your 
salesmen 
ourself our children’s 
education our retirement vears pr 
tection for ur familv? This is the 
new and ce veloping field of estate 
pl inning. It draws on the skills of the 
attorney the 
and frequently an 


insurance underwriter, 
ountant, trust 
officer. or investment counselor 

Let's take for our ¢ xample the vice 
president of sales of a medium-size 
textile 


whom we'll call Larry Carl, age 44, 


manutacturing corporation 


with taxable income, practically 
of $22,000 per vear. His 


most important assets are his wife, 


from salary 


Mary, and four lovely daughters, ages 
4. 6. 8 and 12. Taking the assets that 
can be valued, Larry, like most of us, 


has what might be called two estates: 


the realized estate and the potential 
estate. There is frequently a big dif- 
ference between them, but they both 
need planning 

On the dollars and cents balance 
sheet, Larry's realized estate might 
quickly be summed up as follows: 


1. A_ two-vear-old ranch home, 
valued at $45,000. less a $25.000 


mortgage 


2. A shinv new car (cost $3.500 
with the usual $25,000/$50,000 lia 
bility insurance coverage 


3. Household furnishings which, if 
bought new, probably would cost 
$10,000 to replace, including some 
$500 worth of Hi-Fi equipment. But 
if they had to be sold under the auc- 
tioneer’s hammer in settling an estate, 
in cash, they would bring only a small 
fraction of that amount 


1. A $10,600 ordinary life insur 
ance policy with cash value now of 
about $1,000; $20,000 of term insur 


ance and $10,000 of term G.L. insur- 


ance, 


5. Mutuai funds of $3,000. Cash in 
savings bank: $1,000. Cash in check- 
ing account—depends on how close to 
pay day you look at this one. 


What about the potential estate? 
Larry and Mary do not look for any 
significant inheritances from either 
family. However, Larry’s company 
adds quite a little to this potential 
estate as follows: 


1. Group insurance equal to one 
year’s salary. If Larry should leave his 
job, this could be converted to ordin- 
ary life at a fairly stiff premium 


2. A pension plan installed just a 


few vears ago. It currently figures to 
pay Larry 
income for life at age 65. There is no 
vesting of benefits. If Larry leaves his 
job, this pension stays behind. The 


$450-a-month retirement 


company does not vet have a profit- 
sharing plan. 


3. And the Government builds a 
floor under all this, of course, in the 
form of Social Security benefits. Never 
forget these. For millions, of course, 
this is the only “estate” ever accumu 
lated. The Government will pay to 
Larry and Mary, tax free, up to $190 
a month for joint life after both are 
65. It will pay approximately $105 a 
month to Mary for the rest of her life 
and an increasing amount up to ap 
proximately $254 per month to the 
familv in the event of Larry’s death 
while the children are under 18. And 
by the time Larry retires, these bene- 
fits mav have been increased 


& But the most important asset of 
Larry's potential estate is his judg 
ment, knowledge, contacts, and edu 
cation, because in salary and position 
Larry doesn’t feel he has at all reached 
the end of the road. Capitalized at 
1%, his potential earning power overt 
the balance of his “areer 1S worth well 
over half a million dollars. And that, 
as Aristotle observed to Plato, “ain’t 
hav.” To date then, 
estate is good; his potential estate is 
better. But before we can talk about 
a plan, we have to have some objec- 


Larrv’s realized 


tive. Larry states his as follows 

“I'd like to see mv children through 
school. That’s terribly important these 
days, I think. I'd like to have some 
security for Mary and me when I have 
to retire at 65. If there’s anvthing left, 
I'd like to pass something on to the 
children to make life a little easier for 
them; but I’m not looking to found a 
dynasty.” 

Given these facts, suppose we turn 
loose an expert estate-planning team- 
an investment counselor, an attorney, 
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What 
plan would they devise for Larry and 


Mary? 


Their first « mphasis would probably 


and an msurance underwriter 


be on protecting the large potential 
estate from the one single disaster that 
could destroy it—Larry’s death or dis- 
ability. Thus, the core of their estate 
planning must start with life insu 
ance with features. Sure 


there is insurance there and Mary 
] 


disability 


wouldn't actually starve 

were carried off by a coron 
t they wouldn't live in a house 
$25,000-mortgage, and college 


tht have to be pretty dras 


Insurance, including current group 
insurance, would supply an income, 
including Social Security, of a lot less 
than half of Larry’s current take-home 
pay. And this figure doesn’t considet 
what is sometimes called the “black 
out” period in Social Security cover 
age. That is, when a widowed mother 
no longer has children under 18 in her 
care, not only do the children’s Social 
Security benefits stop, her's stop, too 
Thus, from the age of, say, 50 (when 
reach 18 
until 62, when she may return to the 
Social Security benefits rol) if she has 
not remarried, Mary is totally unpro 
tected bv Social Security Mavbe ot 


the voungest child may 


THIS NEW  —— GIFT... 


sure to be welcomed... sure to be used! 


WEEK AT-A-GLANCE* 


Business Reminder 


A 
BRAND 


NEW 


"“AT-A-GLANCE’” BOOK, sf 
| 1 for your business g 


A FULL WEEK'S ACTIVITIES 


I x14 


nmion edge 
Brown, Re 
an attractive 
> pane Also available 


1 tooled binding) 


IMPRINTED IN GOLD with yourcom 
pany’s name or trademark at no extra 
cost, these individually-boxed gifts are 
ire to be welcomed... sure to be used 

by everyone on your business gift list. For 
full information about the ymmplete line 

ty Nascon business gifts, send 
new Nascon Gift Catalog today 


SPECIAL SAMPLE OFFER: 


i with far 


sus Nasc 


on quality at a fraction of the cost of 


ok. Attach a dollar to your letterhead, send today, for 


of th 


e new Week-At-A-Glance Business Reminder 


SPECIALTY DIVISION 
EATON 'sS 


(Mascon 


“AT-A-GLANCE- 


CProducts 


course, she can go to work—but at the 
age of 50, with limited experience, 
what kind of job, realistically, could 
she hold? 

The life insurance industry offers 
an ever widening range of policies for 
various needs. They can't all be dis- 
cussed here, of course. Very briefly, 
however, the life insurance policies 
ordinarily available are divided into 
two broad categories: term insurance 
and permanent insurance 

Term insurance is pure protec tion 
like fire insurance: If your house burns 
down, the insurance pays you the 
value of the housc. If it doesn’t burn 
down, your premiums have simply 
been used to pay the losses of those 
persons whose houses did burn down, 
plus the overhead costs of the insur 
ance plans. There is no return to you 
Term insurance protection runs for 
hive, ten, twenty vears, 
the end of that time, 
if there is no loss of life, the contract 
ends. On the other hand, if death does 
this policy pays its full face 
value in the same way as the most 


expensive endowment insurance pol- 


a specific time 
or longer But at 


occur! 


wy does 

One popular form of term insurance 
is a “family-income” rider to an ordi 
nary life policy. Here the amount of 
torce decreases 
on the ground that the 


every vear that much 


term insurance in 
every Year 
childre n ire 
closer to being self-supporting. Term 
insurance sometimes can be renewed 
but only at a higher cost; and often 
may be converted to permanent insur 
ance again b paying higher pre 
mium 


& Ordinary life insurance is the best 
known example of permanent, as op 
posed to term, insurance. It combines 
with the element of pure pretection 
an element of saving. Cash reserves 
build up to your credit with the com 
pany something like money in the 
savings bank. This reserve can pro- 
vide a college education fund or even 
tually a retirement fund. Of course 
peTimnane nt msiurance Savings plus 
protection, costs more, at least in the 
short run, than pure term insurance 
protection. However, a large part of 
the difference in costs might be viewed 
not so much as expense as a form of 
enforced savings. And from a_ tax 
standpoint, life insurance has some 
other advantages. Increments in value 
in an ordinary life insurance policy 
are not subject to tax the way in which 
interest on a savings. bank account is 

Larry asks a question: “If I want 
more insurance protection, couldn't I 
buy the lower-cost term protection and 
handle my own savings through the 
stock market, which gives me a much 


DEPT. M, 475 FIFTH AVENUE, NEW YORK 17, NEW YORK better play with inflation?” A shrewd 
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66 47 OU know me—I like to make money. And you make 
money by going where money is. That’s why I’ve been 
bearing down on using the New York News—it has over 3,000,000 


readers in over-$5.000 families. As many as the three other 


New York morning papers combined. And more than a half-million 
readers in over-$10,000 families. Makes sense, doesn’t it?” 
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observation—and in theory he could 
do exactly that. But Larry’s insurance 
advisor makes one point, “As so many 
men have learned, it’s disarmingly 
easy to skip a ‘regular monthly deposit 
at the savings bank ‘just this once.’ 
Even monthly investment plans on the 
stock exchange suffer from a large 
number of investors who skip pay- 
ments. Somehow, though, an insur 
ance premium 1S looked upon as a 
‘bill,’ and it gets paid.” 

At any rate, some form of regular 
savings is the next important point in 
Larry's estate plans, if he is going to 
meet the single biggest potential need 
in his estate plans close to $50.000 


} 
in college education costs 


> Any savings program outside of 
insurance might well take the form of 
equities, suggests the investment coun- 
selor on the team 


Larry is saving for 
long term 


objectives and wants a 
hedge against inflation, and growth for 
his savings. Dividends, on mutual 
funds or stocks, of course, are taxable 
But Larry's attorney might suggest 
that he look into a custodian arrange 
ment. Under this plan, securities 
would be transferred to Marv, or even 
to himself, as “custodian” for his 
d 1ughters 


The tax idvantage is a 


the dividends and capital gains on 
such securities are taxed to his daugh- 
ters, who can receive about $750 a 
vear without paying any taxes at all 
Larry is in a 38% tax bracket.) And 
it will be a long while before Larry 
accumulates stocks paying $3,000 a 
vear in income. Thus dividends ac 
cumulate in the girls’ hands newly 
twice as fast. There is a disadvan- 
If Larry and Mary 
money for any reason 
thev’re legally prohibited from touch 
ing it. It isn’t theirs but their daugh- 
ters. 


tage, of course: 
need this 


There's an enormous tax benefit in 
Larry’s pension plan, too. Every dol 
lar that Larry's account 
under the plan is untaxed, and the 
plan itself does not pay any taxes on 
dividends or interest which 
by the fund 

Before we finish the subject of in 
surance 


goes into 


are earned 


there is one serious flaw to 
be corrected in the Carls’ existing plan, 
and that is the liability insurance on 
his automobile. A large part of Larry's 
existing and potential estate could be 
destroved if, for any reason, he is 
found to be guilty of negligence in 
operating his car and someone is 
badly hurt. A $25,000 $50,000 auto 
liability insurance policy 
would prove woefully inadequate in 


mobile 


these days when inflation has hit as 


hard in the jury room as it has in the 
grocery store. Increasing automobile 
insurance protection to a more realis- 
tic figure of say $100,000/$300,000 
would cost Larry a relatively small 
sum per year... . It's well worth it 

Finallv, the lawver-member of the 
estate-planning team will ask to see 
Larry’s and Mary's will. If you die 
without a will (intestate is the lawver’s 
word), the law simply distributes your 
property in the way most people pre- 
sumably would choose not neces- 
what vou really want. While 
this law varies somewhat from state 
to state, a typical provision gives one- 


sarily 


third of the estate to a surviving hus 
band or wife, if anv, and two-thirds 
to children equally 

Although a will cannot add new 
dollar values to the 


protection of 
Larry's familv, 


it can go a long way 
toward preserving the values already 
existing—including insurance values 
from being frittered away in court 
costs and guardians fees And al- 
though it is not effective until death, 
a will is also a lifetime instrument that 
should not be permitted to get out of 
date. It should be reviewed in the 
light of anv changes in financial or 
family and, in all 
events, at least every five vears © 


circumstances, 


Greensboro- 
OF THE NEW SOUTH’S MARKETS 


In the Top 20 in Total Retail Sales 


Greensboro Pumps Octane Into Gasoline Sales 


Hustling Greensboro is a market on the go 


a must on any gasoline advertising schedule 


pointed toward the 


NEW South. 


Last year 


Greensboro burned more gasoline than such pri- 
mary markets as Baton Rouge and Mobile, and 


tailed right 


behind Charlotte and Chattanooga. A 


major sales factor: the Greensboro News & Record 
the only medium with dominant coverage in the Greensboro 


(Greensboro In the Top 20 
Retail Mark e of the Nouti 
‘ ; dimt Top 100 of the 
100,000 circulation daily; over 400,000 readers daily. SieAion i 


Market and selling influence in over half of North Carolina. 
Over 


Write on company letterhead for “1959 Major U.S. Markets Analysis’ Brochure of all 292 Metropolitan Markets. 


Greensboro News and Record 


hs GREENSBORO, *NORTH CAROLINA © Represented Nationally by Jann & Kelley, Inc. 
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A valuable aid to agencies and 
advertisers in evaluating readership 


of industrial publications. 


A brand new look into industrial reading 
habits, with an up-to-date picture of 
industry’s most active buying group 
... what they read, the kinds of 
information they look for, how they 
like it presented. Also contains latest 
data on N.E.D. market coverage with 
proof of N.E.D. readership and 
advertising effectiveness in all 


industrial markets. 


A | PENTON | Publication, Penton Building, Cleveland 13, Ohio 


WRITE FOR YOUR FREE COPY TODAY! 


i ewe & 
| 7 /¢,.QUIPMENT 
7) /) IGEST 


Now over 85,000 copies (total distribution) in over 46,000 industrial plants 
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Try 


72eea tig ; 
Sled 72226 ge 
 “Crrrea 


@S@@eqge@ & 


""*#e@eeeeaqg@ 


The assignment: “Track 


down a light, strong, attractive 


housing for a portable type- 
writer.” It took two years of 
work by a whole force of 
highly-trained investigators 
before the case was finished 

but the results paid off 
Many materials were 
checked out, but the solution 
to the problem was found in 
the use of plastic. It led to the 
development of a strong, smartly-designed, two-tone, all- 
plastic portable typewriter housing that is winning wide 
acclaim ...and sales. With over a million portables sold 
yearly, the sale of plastics takes another big step upward. 
And with the increasing use of plastics in building materials, 
appliances, furniture, luggage, automotive equipment and 
packaging, it’s easy to understand the billion-pound growth 


- 


of plastics last year (to a total of 5% billion pounds). 
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Investigate this market! Your clue to extra sales 
lies in the fact that the processing of plastics requires ma 


chines, motors, tools, dies and a host of supplies and services 
for making, molding and finishing plastic products. And your 
best lead for capturing your share of the market lies in the 
use Of MODERN PLasTics...the dominant magazine in the 
field, with more editorial matter, more paid subscribers and 
more advertising than all other plastics publications combined. 


Get the Files. Write our nearest office for your copy 
of the MODERN PLastics Market and Media Data File. 


MODERN PLASTICS 


A Breskin Publication Authority of the Field for 35 Years @ QD 
Offices: New York, 575 Madison Ave.; Cleveland, 3537 Lee Rd.; 
Chicago, 620 N. Michigan Ave.; Los Angeles, 6535 Wilshire Bloud.; 

Atlanta, 1722 Rhodes Haverty Bldg. 


Legal Co-op Practices Defined: 


Now, Ignorance Is No Excuse! 


@ Must a co-op ad plan be in writing? 


® Are sliding-scale plans (say, ranging 
from 1% to 5%) illegal? 


® Must the seller inform all customers in 
writing about a co-op deal? 


®@ Must a co-op deal be usable by custom- 
ers of all types and sizes? 


. May a seller restrict @ plan fo customers 


buying a certain minimum? 


| TICKLISH, timeless questions and many 
others dealing with promotional allowances given by 
sellers to customers now get some straight, pointed 
answers from the Federal Trade Commission. 

Behind the recent issuance of a new FTC “Guide” 
on promotional allowances is a drive to encourage 
wider understanding by marketers of the laws pro- 
hibiting the granting and receiving of illegal promo- 
tional allowances fur advertising and special services 
(specifically, sections 2(d) and 2e) of the Robinson- 
Patman Act 

The FTC has not passed a new law; it hasn't issued 
new rules. But it has drawn up a down-to-earth, non- 
technical explanation of what the marketer generally 
can and cannot do in the vast, controversial area of 
promotional allowances 

The Commission is to be commended on two counts 

first, for even attempting to clarify what's right and 
wrong in the great grey area of co-op allowances; and 
second, for doing it so clearly, concisely and thor- 
oughly. 

And sales executives are to be warned on two counts 
-first, if they cross the guidelines now laid down by 
the FTC, they do so at their own risk; and second, 
the Commission declares that it intends to continue 
its present tough enforcement policy. 

If anything, the FTC will step up its policing of 
promotional allowances, for the issuance of a Guide 
is usually followed by stern enforcement action. 


® May a seller refuse co-op to customers 
who advertise cut-rate prices? 


®@ Must the seller check customers’ use of 
co-op payments? 


® May a co-op plan be limited geograph- 
ically? 


®@ Is an “abuse” okay if everybody does it? 


® Can customers be found guilty of co-op 
abuses? 


While the 16 points in the Guide are designed to 
be both practical and understandable, there are several 
things they are not meant to do. Says the FTC: “They 
are not meant to cover every situation. . . . They are 
not meant to tell how to skirt illegality. . . . They are 
... They do 
not offer either new interpretations of law, or change 
or amend the laws as determined by the Commission 
or the Courts.” j 


not a substitute for sound legal advice. 


For the marketer with a big legal department, the 
Guide probably holds few surprises. But it can pro- 
vide salesmen with a black-and-white answer to il- 
legal customer demands; and it may make the small 
retailer a more knowledgeable observer of his bigger 
competitors practices. Copies of the Guide are avail- 
able from the FTC, Washington 25, D.C 


New FTC Guide 
On Co-op Practices 


presented in its entirety 
on the following pages, 
with a commentary by the editors 
of Sales Management. > 
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New FTC Guide on Co-op Practices 


{ 1. When does the law apply? Sections 2(d) and (e) apply to a seller of products 
in interstate commerce, if he either (a) pays for services or facilities furnished by his 
customers in connection with the distribution of his products [Section 2(d)], or (b) 
furnishes such services or facilities to his customers [Section 2(e)]. 

2. Who is a seller? “Seller” includes anyone who sells products for resale, with 
or without further processing Selling corn syrup to a candy manufacturer is an exam- 
ple of a sale fer resale with processing 


3. Who is a customer? A “customer” is someone who buys directly from the seller 
or his agent or broker. Sometimes someone who buys from the customer mav have 
such a relationship with the seller that the law also makes him a customer of the seller 
In these Guides, the word “customer” which is used in Section 2(d) of the law includes 


“purchaser” which is used in Section 2(e) 

4. What is interstate commerce? ‘This is something that whole law books have 
been written about; you cannot define it in a few words Legal decisions tend to 
interpret the term quite broadly. If there is any part of a business which is not 
wholly within one state (for example, sales or deliveries of products, their subsequent 
distribution or purchases or deliveries of suppties or raw materials), the business may 
be subject to the Robinson-Patman Act. Sales in the District of Columbia are also 


\ covered by the law 


5. What are services or facilities? This term has not been exactly defined by the 


statute or in decisions. The following are merely examples — the law also covers other 
services and facilities 

a) The following have been held to be services or facilities covered by the law 
where the seller has paid the buver for furnishing them: any kind of advertising 
handbills; window and floor displays; special sales o1 promotional efforts for which 
“push money 1s paid to clerks, salesmen ind other employees of the customers; 
demonstrators and demonstrations; collecting of orders from individual stores; furnish- 


ng complet distribution of seller's line 


b) Here are some examples that have been held to be services or fac ilities covered 
by the law when the seller furnished them to a customer: any kind of advertising 
catalogs, demonstrators, display and storage cabinets, display materials, special pack 
iging o1 package sizes, warehouse facilities iccepting returns for credit prizes o1 
merchandise for conducting promotional contests 


In these Guides, the term “services” is often used as short for “services and facilities.” 


6. Need for a plan. If a seller makes payments or furnishes services that come 
under these sections, he must do it under a plan that meets several requirements. 
Although this plan need not be written or formal, this may be advisable, particularly 
if there are many competing customers to be considered or if the plan is at all 
complex 


Briefly, the requirements are: 


a The pa ments or services under the plan must be available on a proportionally 
equal basis to all competing customers See paragraph 7 

b) The seller should take some action to inform all of his customers who com- 
pete with any participating customer that the promotion 1s available. (See paragraph 8.) 

c) The plan must either allow all types of competing customers to participate or 
provide some other means of participation for those who cannot use the basic plan 

? (Sex paragraph 9.) 

d) The seller and customer should have a clear understanding about the exact 

terms of the offer and the conditions upon which payments will be made for services 


| 
and facilities furnished. (See paragraph 10 continued on page 86 
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THE YOUNG 
MARRIEDS 


Your buyers—our readers 


More young marrieds (18-34) read TV GuIDE than any other 
magazine. That’s a major finding of the 1960 Starch Consumer 
Magazine Report. The figures: 
TV GUIDE 1,637,602 
Reader’s Digest 3,720,986 
Life..... 3,016,222 


Look... 2,881,085 
Saturday Evening Post 2,816,437 


Leading national advertisers now profiting by 
TV GuImDeE’s strength among young marrieds 
include Oldsmobile, Coca-Cola, Swanson, Plym- 
outh, Listerine, Mohawk Carpets and Valiant. 


Best-selling weekly magazine in America. . . circulation over 7,250,000 
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(e) The seller must take reasonable precautions to see that the services are actually 


furnished and also that he is not overpaying for them. (See paragraph 11 


7. Proportionally equal terms. The payment or services under the plan must be 
made available to competing customers on proportionally equal terms. This means that 
payments or services must be proportionalized on some basis that is fair to all cus- 
tomers who compete. No single way to proportionalize is prescribed by law. Any 
method that treats competing customers on proportionally equal terms may be used 
Generally, this can best be done by basing the payments made or the services furnished 
on the dollar volume or on the quantity of goods purchased during a specified time 


Example: A seller may properly offer to pay a specified part (say 50%) of the cost 
of local newspaper advertising up to an amount equal to a set percentage (such as 5%) 


of the dollar volume of purchases during a specified time 


Example: A seller may properly place: in reserve a specified amount of money for 
each unit purchased, and use it to reimburse customers for newspaper advertising when 
they prove they have advertised 


Example: A seller may not select one or a few customers to receive special allow 
ances to promote his product, because of their special reputation, without making those 
allowances available on proportionally equal terms to other customers who compete 
with them 


Example: A seller’s plan may not provide an allowance on a basis that has rates 
graduated with the amount of goods purchased is, for instance, 1% of the first $1,000 
purchases per month, 2% of second $1,000 pet month, and 3% of all over that 


8. Seller’s duty to inform. The seller should take some action to inform all his 
customers competing with any participating customer that the plan is available. He 
an do this by anv means he chooses, including letter, telegram, notice on invoices, 
salesmen, brokers, etc. However, if a seller wants to be able to show later that he 
did make an offer to a certain customer, he is in a better position to do so if he made 


it in writing 


9. Covering all competing customers. The plan must allow all types of competing 
customers to participate. It must not be tailored to satisfy the needs of a favored 
customer or class, but must be suitable and usable under reasonable terms by all 
competing customers. This may require offering all customers more than one way 
to participate in the plan. The seller cannot either expressly, or by the way the plan 
operates, eliminate some competing customers. Where the seller has alternative pro 
motional plans, his customers must be given the « 


p,~rttunity to choose among the plans 


Example: S offers a plan for cooperative advertising on radio, television or in a 
newspaper. Some of his customers who compete with those who receive the allowance 
ire too small to use the offer. He must offer them some usable and proportional 


ilternative, such as advertising in a neighborhood paper handbills, et« See Guide 7 


Example: The seller's plan provides for furnishing demonstrators to large depart 
ment store customers. He must provide usable alternatives to his customers who run 
other tvpes of stores and compete with these customers but cannot use demonstrators 
The alternatives might be services of equivalent value that the competing customers 
could use, or payments of like value for advertising or displays furnished by the cus 
tomers. (See, also, Guide 7 

Example: A seller of appliances makes his plan available only to those customers 
purchasing at least some minimum number (such as eight) of his appliances in a single 
order or a stated period. If this requirement is beyond the reach of some customers 


competing with those participating in the promotion, it may be illegal 


Example: A seller should not refuse advertising allowances to those who advertise 
the seller's products at prices below a given figure, where this may be a means of 


fixing prices illegally 
SI 


10. Need to understand terms. There should be a clear understanding between 
the seller and each participating customer as to the exact terms of the offer and the 


conditions upon which payments will be made for services and facilities furnished 
11. Checking customer's use of payments. The seller must take reasonable pre- 
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Vew! Brownie Flashmite Camera—has handy exposure value 
settings for sharp, clear color slides, black- 

and-white and color snapshots. Built-in 

flash holder, uses extra-small, low-cost 

AG-1 bulbs. $14.95. Outfit, $16.50 


New! Brownie Starmeter Camera—has 
sensitive clectric eye that shows what 
settings to make 

for beautiful 

snapshot or 

color slice 

$19.95. Com- 

plete ouuht, 


49 New! Brownie Starmite—most compact 
$24 . I 


camera with built-in flash Kodak hi sever 
offered. Uses peanut-s zed”, low-cost 
AG-1 bulbs. $10.50. Qutfit 


The swings to picture taking... 


HERES THE 
KODAK 1960 CAMERA 
PREMIUM PARADE 


Buu SALES, good will, with premiums that are on every- 
body's ‘“‘most-wanted” list—Kodak cameras and outfits. The 
biggest parade of advertising in Kodak history will generate 
maximum enthusiasm for your promotion 
Name your particular premium need—consumer premiums, 
sales incentives, or employee awards—you'll find them all in 
the Kodak line, from $4.25 to $850. Mail coupon for details. 
Vew! Aodak Auto- 
matic 35 Camera 


ior a nm! shot 


ef lectric 
sutomatically s 


t 
Mak 


New! Brownie Automatic Movie 


Camere, f/{2.3—has built-in clectri 
ey Sets own lens automatically for 
sparkling Simin movies. 1960's most 
S ~{) 


exciting movie premium 


New! Brownie 8 Movie Camera, f/2.7 
lowest price in Kodak movie history! Turn 


dial, aim, and shoot. $24.50. Great companion 
premium, Brownie 8 Movie Projector, $44.50. 


ASTMAN KODAK COMPANY, Premium Sales Office, Rochester 4, N.Y 


Please s« nd me more details on promotion opportunities with Kodak premiums. 
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cautions to see that the services he is paying for are furnished and also that he is 
not overpaying for them. Moreover, the customer must expend the value received in 
full solely for the purpose for which the allowances were given. If the seller knows 
or should know that what he pays or furnishes is not being properly used, the pay 
ments or services must be discontinued. It should be noted that payments by the 
seller where the customer performs no services may result in legal action against the 
seller under Section 2(a) of the Robinson-Patman Act and against the customer under 
Section 2(f) of that law. Likewise, a seller may not properly pay, nor may a customer 


properly receive and retain, anv amount in excess of that actually used by the customer 
to perform the service 


Or 
those customers who compete in the distribution of the promoted product with the 
customer who is participating in the promotion Therefore, the seller can ivnit the 


irea of his promotion to that in which participating customers sell 


12. Competing customers. The seller is required to provide in his plan only f 


Example: Manufacturer A, located in Wisconsin and distributing shoes nationally 


sells shoes to three retailers who sell onlv in Roanoke, Virginia, and compete with eac h 
other there. He has no other customers selling in Roanoke or its vicinitv. If he offers 


his promotion to one Roanoke customer he must include all three, but 


iv + 


can limit 
them 


‘Example: Manufacturer A distributes his products nationall He mav lawfull 


igage In a spec ial promotional campaign in the New England states without making 
the same program available to customers in the remainder of the 


not compete with New England customers 


country who do 


Note: The seller must be careful here not to discriminax against customers located 
n the fringes but outside the area selected for the special promotion, since they may 


be actuall competing with those participating 


13. Indirect payments. Payments by a seller through an agent or a broker or to 


i third person for the benefit of a customer may violate the law 


Example: A seller may not buy advertising time from a radio station that is fur 


nishing free radio time to certain favored customers of the selles 


run an in-store pre motion of the seller's goods 


he 111 Se the customers 


14. Meeting competition in good faith. A seller 


charged with discrimination in 
violation of Section 2(/e) mav defend 


his actions bi showing that the services were 

> 
ark / furnished in good faith to meet an equivalent service furnished by a competitor. How 
PAA ppow Y- - ; : 


ever, this is a very 


Si The Commission 
s hel he defe eting " g : vatlahle 

. HH C7 A has held that the defense of meeting competition in good faith is not available to a 
4 muh . P 
nor - 7 


seller charged with discrimination in violation of Section 2(d 


technical defense subject to important limitations 


A 
As © 


Jofmae amp - 
D 


Cost justification. It is no defense to a charge of unlawful discrimination in the 


payment of an allowance or the furnishing of a service for a seller to show that such 


par ment, service wr facility could be justified through Savings In the cost of 


i ire Sale OF deliver, 


manu 


Customer's liability. Sections 2(d) and (¢ apply only to sellers and not to cus 
ly t 1 customer who knows or has reason to know that he is receiving 

ed or furnished when the seller violates Sections 2(d) or (e 
rainst by the Commission under Section 5 of the Federal 


1ich prohibits unfair methods of competition 


. actively solicits his suppliers to purchase advertising in con 


10 nuuuversary sale or new store pening knowing or having reason to 


believe that such payments are not made under the seller's regular cooperative ad 


vertising program and that they are not offered to competing customers 


Nothing contained in these Guides relieves 


any party subject to a Commission 
cease and desist order « 


x other requirement from complying with the specific pro 
visions of such order or requirement. The Guides do not constitute a finding in and 


os —> will not affect the disp sition of any formal or informal matter now pending with 
the Commission 
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The postmarks are actual reproductions 


Thirteen 1960 models 
were introduced to 
small towners in 


And we hope to get on more announcement schedules 
this fall including yours! 

In fact, it’s a good idea to use Grit regularly. Chevrolet 
does, and has 30.0% of the Grit market, compared with 
24.4% nationally. 

And Grit costs so little. For less than the price of one 
new car you can have a junior page in Grit and you 
can get a solid schedule of /3 junior pages for the cost of 
one page in a mass magazine. Moreover, Grit takes your 
sales story just where the mass magazines are relatively 
weakest . . . to 16,000 small towns coast to coast 

In short, Grit has its own circle of readers . . . and if 


you want them to get into your car, you'd better get into 
*Chevrolet, Comet, Corvair, Dart, Dodge, Falcon, Ford 


. . ' 
Lark, Mercury, Oldsmobile, Pontiac, Plymouth, Rambler their publication! 


Grit Publishing Co., Williamsport, Pa. «¢ Represented by Scolaro 
Meeker & Scott, Inc., in New York, Chicago, Detroit, Philadelphia 
and by Doyle & Hawley, In n Los Angeles and San Francisco 
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ACB GIVES YOU THE 


“orassroot’ information 
YOU NEED FOR BETTER 


SALES AND ADVERTISING RESULTS 


ACB Reports give facts on which 
decisions can be safely made 


ACR 


r ré read ind 
» ACB Reports 
t rding to the 
' More than 1.100 
ACB Reports to 


eet.ur ne | 
et-ups and a 
I 


7 rems wide . 

hed n Tacoma . 
con is doing a standout 
ur new man isn’t bad 


— 
s Report 


i 


erever a product sold through re- 
tores, there is a need for ACB Research 
ehler Co., world’s largest maker 
a user of ACB Reports for more 

savs 
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{CB service has bee tremely valuable 
fo us as @ means for increa g the 


daily newspape 


amount of 
un by our dealers 


mentioning ot 


Send for Big Free Catalog 


ACB will ma 
g its 14 different services 
book that 


ind advertising department 


u its tng italog describ- 
ind cost of same 
"s a 48-page should be in every 
In addi- 
if all daily news- 


rr ide 


retail establish- 


contains a directory 
vapers plus the [ S 
et of 1,769,540 
Send for it 


Ceneus 


it’s free! 


ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 
353 Park Ave. South « New York 10 
18S. Michigan Ave. . 
20 South Third St. + Columbus 15 
161 Jefferson Ave. « Memphis 


51 First St. + San Francisco 


ments! 


Chit ago } 


The Salesman 
In Our Culture 


The salesman is an American inven- 
tion—invented out of necessity for the 
ever-expanding frontier which kept 
beckoning whole new markets. The 
frontier needed pioneers to traverse 
it and thus the drummer, who had no 
small part in settling the West. But 
now the salesman has lost his pioneer- 
ing role. Once he had the privilege of 
independence; he saw the grazing 
traveled with a burro 
through the great red canyons and 
defended the beleaguered wagon 
train and dealt with all the appurte 
nances of civilization 


bison and 


needles, thread 
Instead of his old inde 
pendence he has to comfort himself 
with a title like “Sales Representa 
tive or 


and combs 


“Merchandising Manager.” 
His big adventure now is the cocktail 
party where he hopes to clinch the 
big order 

his more of a 
pale human abstraction because he 


makes him even 
must agree with his prospective client 
everlasting], 


> How many salesmen on their way 
after 


Wives 


h me 


a party have snarled at 


“Why did vou have to 
talk politics in front of A. K.? Why 
did vou have to open your big mouth 
Nixon? And 
name did vou have to express your 


self to Mrs. A. K. about ‘Dr. Zhi 


2 


thei 


about 


why, in heaven's 


vago 

But there are some salesmen who 
have found a way out who are once 
again pioneering, They are pioneering 
in—HUMANISM 


is always right,” 


and “the customer 
too. When a customer 
savs he doesn’t like Catholics or Jews 
or Negroes or Puerto Ricans or Re 
publicans or Democrats, this salesman 
still sale by smiling and 
changing the subject He saves that 
one extra good argument about his 
product for just such a momentary 
emergency. When the salesman fol 
lows this procedure a second time, the 
customer himself begins to get the 
wint. Not only this salesman 
oe the business, but eventually his 
customer begins to envy him —as a 
man of substance, personality, and 
wisdom 


saves the 


does 


ete COSCO SSCOSOOHOOOOOOO Oe. 


This new 
National 


Yellow Pages 
Service 

lets us buy 

any combination 
of local markets — 
with just 

one contract! 


Media Man: Weil, it’s a completely new 
advertising service. 


ACCT. SUPV. What's so new about it? 


Media Man: Cuts all the red tape. Now we 
can place selling advertising in over 4,000 
Yellow Pages directories alloverthe country 
through a single office—with one contract. 


ACCT. SUPV. And we can put real sell 


in them? 


Media Man: Sure. Tie right in with our 
national campaign. Get to the “Ready-to- 
Buys”—the people who are about to pur- 
chase a product like ours. Tell them why 
to buy as well as where. 


ACCT. SUPV. But whatabout ourtricky 


selected markets? 


TELL ME MORE % 


Media Man: That’s just it. We can buy any 
combination of Yellow Pages directories to 
match our geographical marketing pattern. 


ACCT. SUPV. And how do we get billed” 


Media Man: Just one bill—monthly. 


ACCT. SUPV. one thing more — what 
about commission? 


Media Man: Positively! 
ACCT. SUPV. 


it in the works! 


I’m convinced. Let’s put 


 WATIONAL 
NEW | atari PAGES 
| SERVICE 
ONE CONTACT / ONE CONTRACT / ONE MONTHLY BILL 
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SELL IT WITH MUSIC 
.--on RCA Custom premium records! 

Here's a premium that plays back in profits — self-liquidating 
RCA Custom premium records 

RCA records are the flexible premium, pin-pointing your market 
with hand-picked repertoire from RCA Victor's big-name catalog 
Take your choice of singles or albums stereo or monaural 

Even paper records — hard-hitting, unusual promotion tools — 
are yours for just pennies apiece! 

You can use records to launch new products, celebrate special 
events, even for annual reports. And when you choose RCA, you get 
complete service — selection of music recording service art 
work and finished covers drop-shipping and warehousing 

For the best — at competitive prices — call or write RCA today! 


RCA CUSTOM RECORD SALES ~- 
155 East 24th Street New York 10, N. ¥ MUrray Hill 9-7200 
445 N. Lake Shore Drive Chicago 11, Illinois WHitehal!l 4-3215 

Vine Street - Hollywood 28, Calif Oldfield 4-1660 


Nashville 3, Tennessee ALpine 5-6691 
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Chevroladies — 


A Sales Manager in Every Home 


There’s a new theory on the West Coast that the hand that 
rocks the cradle can also shove Chevies — so the Chevroladies 


behind the Chevy men have been invited into the sales act. 


iv back in the thirties when there Coast Region 
much talk about who was ex 
ploiting whom, the 


dreamed up a subtle 
xt of program for letting wives of 
magnificent, but 
mouthed, Elmer Davis on warming up their means of «up 
got a warm twinkle in his eves and port 


in article for Harper s Monthls 


the men who sell Chevies get a slant 
at times wi! 
husbands—to more willing and 
accelerated effort Leaving the Lig 
entitled On Being Kept by a Cat wheels busy on the job, Chevrolet 
In it he told how he was brought the hubs, that is, wives, into 
means of support ind how the cat the spring sales meetings this vear 
made him love it ind gave them the days off the good 

Early in May this 
Chevrolet Motor Divi 


wrote 


his cat's 


ind the sales pitch on the 1960 


SALES MEETING?—That’s what Chevy calls it. Warming up for the big May-June car 
push, who got the days off? The lunches? Saw the new models? Salesmen’s wives. 


“You never saw such enthusiasr 
and enjoyment at a sales meeting 
smugly reports Roy W. Cash, regional 
manager at the Oakland he dquar- 
ters. The hard facts of marketing in 
one of the toughest of competitive 
fields were as dressed up as those 
to whom they were présente d. Color, 
laughter, good food thes didn't have 
to cook, the first known fashion show 
ever to be part of an automobile sales 
meeting, prettiest-hat contests, door 
prizes, strip film, coated the pill so 
sweetly that even the avowed cynics 
among the wives broke down and 
wrote Pee: husbands’ zone; managers 
warm thank-vou’s afterwards. with 
promises of extra cooperatijn in mak- 
ing hubby a brisker salesmin 

In previous years of rhale sales 
meetings, the message stressed was 
that May and June are the big months 
for selling cars. To build enthusiasm 
contests were outlined and prizes and 
extra commissions announced. This 
vez, the same story was told to the 
v of dealers, wives of their sales 

ind «ales managers The only 

e »! Were the zone managers 
‘ \.uszacdon managers, and severai 
others to hel handle the ladies 

Invitations \to meetings held suc 
cessively in the zones’ headquarters 
cities—Seattle, Portland, Oakland and 
Los Angelés—came in personal letters 
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signed by the zone managers. About 
85% of the wives invited accepted— 
2,800 in all—with some travelin: as 
far as 300 miles to attend. la many 
cases, dealers chartered buses or ar- 
ranged car pools and en route pickup. 
Travel expenses, in most instances, 
were borne by the dealers. 

Each meeting started with an ice- 
breaker luncheon, followed by a 
“Round-the-Clock” fashion collection 
presented by Betty Skelton (of astro- 
naut-test fame) and featuring the 
work of such nationally known de- 
signers as Hannah Trov, Pauline 
lrigére, Scaasi and Bud Kilpatrick 

Now properly relaxed, the ladies 
were deemed ready for the 30-minute 
hard-core message, which was edged 


sites sSUNGS tone @ SIROOS ae in gently with a strip film explaining 
Sientniasaaiee tn ras the contest setup and showing what 
hubby might win if he really got in 
spired (including a 171-ft. sailboat, 


In the 15-County Syracuse Market mink stoles, color television sets). It 


was pointed out that each dealership, 
regardless of size, had an equal 
MEDIA SELECTION IS A CINCH chance of winning because it would 
compete only with other dealerships 
A market as big as the Svracuse Market is usually of similar size 
When vou want to sell one-third the And how could the wives help their 
like New York, coverir > counties, it husbands increase sales? 


usually means numbers of media and stly overlaps. Well, thev could get in on the 


Different here! The Svracuss llo ca ict themselves and do some Jy; wad 


be bought easily and effectivel ing—casually talk cars and ¢ 
RE aes ee iam ae to neighbors, at PTA meetings, 

° bridge parties, or to the butcher 
“Here's one question,” murmured 


wvy 


the promotion manager slyly, “to ask 
of each and every person you come in 
contact with, and if you ask it I 
guarantee it can increase your hus- 


verage 
counties and you get 1c whole 
band’s sales: ‘Do vou know anyone 
mbination of media delive mparable 


mparable cost. 


who needs a new car? 


" ry ] “ur 
it . permit Moloney & And he added, concealing his un 
; —_ mer easiness under a great big we-under- 
1 made fullv effective. Your idvertising, 


n buy the WHOLE Svracuse Market 


idaga, Oswego and Madison Counties—U-S. 


Budget Standard Definition 


ll 
w vour selling ob can be 


stand-one-another smile, “If any of 
you have any — er — odd minutes left 
over at home from the household 
chores, the kids, care and feeding of 
the means ot support, why . how about 
AVAILABLE— writing out some postcards to hub- 
by’s prospects? 

RDS Consumer The “odd minutes left over” got 
ans ets such a big laugh from the good hu- 
mored ladies that the promotion man- 
ager was emboldened to add, cau- 
tiously, “and how about squeezing in 
a little time to help out with any 
bookkeeping that needs to be done- 
to free him for more selling.” 

Some little tricks suggested for get 
ting the “wheel” off to a good rolling 
the SYRACUSE NEWSPAPERS BCA lin 
Cheerfully ask, when kissing him 
HERALD. JOURNAL & HERALD-AMERICAN a THE POST STANDARD good-by in the morning, how many 

Evening Sunday Morning & Sunday cars the ever-loving one is going to 
sell that day 

Or, if he’s the type who's grouchy 
GD: CIRCULATION: Combined Daily 229,181 © Sunday Herald-American 202.137 © Sunday Post Standard 103.496 in the morning and doesn’t care to be 
spoken to unnecessarily, there’s the 


Represented National'y by MOLONEY, REGAN & SCHMITT 
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subtle expedient of cute messages to 
the same effect hidden in the morning 
newspaper, under the coffee cup, or 
scrawled in lipstick on the shaving 
mirror 

And, getting serious for a moment 
—and intimate—the real key to help- 
ing the husband sell more is to be 
genuinely understanding of his prob 
lems. If he’s low, who but his wife 
can keep his spirits high? If he didn’t 
sell a car today, tomorrow, she just 
feels in her bones, he'll sell two 
When he comes home tired out, need 
ing sympathy (maybe reassurance for 
not doing so well), help him. Tell 
him what a nice guy he is anyway 
how hard he’s worked (“even though 
you know darned well vou've worked 
a lot harder,” the promotion manager 
added wisely 


& There vou have it the Chevrolet 
West Coast Family Plan to make of 
every Chevrolady a velvet gloved (or 
hard-fisted) sales manager at home 

How is it working? Regional Man 
ager Cash savs the meetings them 
selves couldn't have turned out bet 
ter “We were deluged with fine 
thank-you letters and. kind words 
from the ladies. Dealers [who put up 
half the money for the prizes] are 
very enthusiastic. The men, who nor- 
mally lose one to two days traveling 
to the meetings, had that much more 
time for selling Representatives of 
women's departments of each news 
paper in the four zone cities where 
the meetings were held gave us won 
derful publicity because of the genu 
ine news value [the new spaper wom 
en were guests at the luncheon and 
fashion show} As to sales results,” 
Cash adds, “we'll have that informa 
tion only after the promotion ends.” 

Wives of dealers, incidentally, for 
whom there were no prizes on the 
horizon other than their husbands’ 
dealership showing and its total re- 
wards, had an incentive to do what 
selling they might at their level: the 
Ww ife of the dealer who comes in tops 
in his ce alership group will receive 
an oil painting of herself done from 
her favorite phe tog iph to present 
to hubby as his reward 

It mav be asked, with no sales 
meeting for them, how the salesmen 
got the straight dope on the summer 
campaign plans. “We couldn't ignore 
the men altogether,” Cash explains 
“Short meetings were held for them 
by dealership groups.” 

Asked what prompted Chevrolet 
Motor Division’s Pacific Coast Region 
to initiate this first (as far as is known) 
automobile sales meeting for wives of 
salesmen and managers only, Cash 
reminds: “Behind every successful 
man there is a woman.” 


Spendable income tor 
Ohio farm families 
hits $1,277,100,000 


Farmers are industry’s biggest customers . .|. big because they 
spend from gross income . . . not from a worker’s paycheck, 
minus deductions (net income). 


As farm operations become larger and more mechanized, pur- 
chases increase. Since 1940, capital goods outiays have gone up 
582 percent . . . production spending up 398 pércent. 


Ohio farmers buy in a typical year: tractors — 35,500 units; 
fertilizer — 1 million tons; building materials — $373,822,000; 
drugs — $90,509,000; furniture and appliances — $171,470,000; 
food — $830,833,000; automotive — $707,400,000; gas and oil — 
$284,697 ,000. 


You reach him BEST in 
his own state farm paper 


Local editing creates a climate of confi- 
dence in THE OHIO FARMER — merging 
your sales story with his shopping list 


Farmers prefer THE OHIO FARMER 2 to 
1 over any other farm magazine because 
articles are right for their soil and their 
crops. 


State farm papers provide a reader en- 
vironment rich in interest and trust . 
an atmosphere in which your advertising 
sells harder . . . is more impressive 
more persuasive . . . more convincing 


Only state farm papers support your 
ads with local editing. Want proof? Send 
for free folder. 


A RUUKE 
4iAND 14, OHIO 


STRAIGHT-LINE ADVERTISING available also in — 

MICHIGAN FARMER ® PENNSYLVANIA FARMER 

THE INDIANA FARMER © THE KENTUCKY FARMER 
THE TENNESSEE FARMER & HOMEMAKER 
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Why Not Free Managers 
From Sales Training Chores? 


Recognizing that sales training is a full-time consideration and rhe company had rocketed ahead 
on the impetus of the bright, eager 

a job for an expert, Brown & Bigelow moved accordingly. It set} =— young salesmen recruited after World 
War II. By 1951, however, the best 

up a training division, relieved branch managers of this time- of the post-war salesmen had gradu 
ited into management ranks or into 
special niches with big accounts 
B & B needed new “growth” salesmen 
With this problem facing 63 com 
pany branches throughout the country, 
who stepped into the verted into a desirable tenacity Woodlief had an idea that the right 
Cal., branch of Brown & But he murdered the king's English solution would relieve local sales man- 
i recently acquired division dropping an occasional phrase indic a igers of having to spend about 60% 
rd Packaging Corp.) made tive of an automotive sales-lot back of their 
it he knew he was giving ground He was 29 vears old 


consuming duty. Sales efficiency gained, turnover dropped. 


time seeking, interviewing 

training and directing new men 

i big break—an Oppo! only an iverage dresser probably Despite his reservations about the 

him as a salesman would be a little flashier if he could brash young man with the “dese” and 

in didn’t know was that afford it “dose” talk, Woodlief had him fill out 
become Exhibit A The important thing was, the man 

odel in a new kind of emphasized, that he was too good a in wholesale appliance sales before 
program designed salesman to be working for a straight the 


in application form. It showed a year 


war. And, sure enough, a great 
sales representatives with salary. He wanted something with a deal of car-lot work after the wat 
ssional polish—and at the foundation and a future—something he 


Following company hiring policy, 
eve B & B managers of could build on 


Woodlief set up the second interview, 
ining chores The important thing to Russ Wood n the applicant's apartment. That's 
wdlief, then the Oak lief was that he was testing what he vhere he got his first pleasant sur 

B & B, looked the hoped would be a sales force rebuild prise—the wife. She was no Mayfair 


is considerably un- ing program to be established eventu product, but she had a quiet confi 


y tr 


lly throughout the sales system of dence in her husband's future in 
the idvertising specialty compan iles—if he had the right job. She 
rid’s largest calendar producer told Weodlief that she would like t 


Too Broke to Celebrate 


‘My first ‘big’ sale,” says Russ was a smothering, hot day, so hot 
Woodlief,? “was made when ! was the perspiration was dripping off 
26 years old. The customer was me into the order blanks. When | 
a painting contractor who was in started to write the first order, the 
business before | was born. In my customer invited me to lunch 
first ‘cold’ call on him, | found out | had visions of a nice lunch in 
about a particular phase of his a cool restaurant, but | had to face 
business which involved servicing the reality of having only 65 cents 
oil companies. So, the second time in my pocket. So |! said, ‘Sorry, but 
| called, | had a complete program I'll have to toke a rain check be 
prepared which included this part cause | want to work out the de 
of that particular market tails of these orders during the 

‘1 summed up with: ‘You can noon hour 
buy all of the program, part of it ‘The irony of the situation was 
or none of it. But | recommend a that here were orders totaling about 
complete program to accomplish a $7,000 against my billfold’s total 
complete selling job for you.’ wealth of 65 cents. | am proud to 

“Without hesitation the man said, say that this firm is still a good 
We'll take the whole program.’ It customer.” 
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I. 
<5 “ae 
For the most disinterested 
and meritorious public service 
rendered by 
any American newspaper 


during 1959~’ 


awarded to the 


Los Angeles limes 


' aoe re Ss 
Dy Dhyan> US, 


Wael: 


The Pulitzer Gold Medai - Journalism’s Highest Award. 


The 1959 Award is the fourth Pulitzer Prize won by The Los Angeles Times 
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see what would happen to the husband 
in a sales job that was tough enough 
for him. She wanted, for instance, to 
push him into such activities as a 
toastmaster’s club and public speaking 
classes 

After a further check on the ap- 
plicant’s past performance, he was 
hired. Then his training by 
Woodlief took several weeks 

Woodlief worked to give the new 
} 


DAaSIC 


began 


whic h 


man understanding of his new 


market. He demonstrated the practical 
application of the sales system the 
rookie was learning 


He emphasized 
that 


Brown & Bigelow 


was selling 
ideas that would promote business for 
the peopl the salesman was calling 


} 
on, not mere promotional merchan 


ess of the 


other 
VW vodlief 


well on a 


training work 
in und new salesmen 
that what he 
part-time basis 
better by 
iners \ manager 
spend nearly 100% 
Wood 
ot the 35% to 40% 
ft ifter training responsibiliti¢ s 


He te sted h | m time and again 


could be 
full-time 
should be 


vf his time 


ne ever qualified 

sales tra 
ible to 
mn his main duties 


lief I yned 


VE 


pertecting details, noting results, and 


features t 


fellow managers at regional and com- 
pany-wide conferences 

Last year, as vice president and 
general sales manager, Woodlief in 
stalled the training program, on which 
he had been working since 1951. To 
handle the program, he brought in 
James L. Abernethy as vice president 
of a new division—sales training 


> It was Woodlief's idea that eventu 
ally the salesmen trainers would work 
with a trainee even after he had been 
assigned to an area, to be certain that 
well his 
In the beginning, however, he 
Abernethy agreed that until the 
program had proved its value in in 
creased wo ild be 
come the manager’s responsibil ty after 
completing The 
manager was to get him producing 
and see to it that he was well estab 
lishe d in his new area 
That's the 
gradual expansion ot 


he was launched on new 
career 
and 


sales, the trainee 


his initial training 


way it worked, with 

the training 
staff to a total of five men, circulating 
iround the The program was 
learning to walk before it ittempted 
to run 


Once 


country 


the 
| 


hon Wide 


tor 


sales 


ready 
the 

was expanded from five 
Thev est iblished “schools” 


program 


installation, 


was 


training force 


to 2] 


men 


right in the cities where the new men 
worked, instead of bringing them into 
mayor offices 

The mechanics of the Brown & 
Bigelow plan are simple. The neophyte 
salesman is given a 90-day primary 
course in the fundamentals of selling 
company ideas, products and service, 
all under the direct supervision of the 
sales training division 

The strategically lo 
cated to cover various marketing prob- 
lems. The teachers are regional sales 
training directors with vears of back- 


hools are 


ground in selling and sales manage- 
ment. Thev teach the puy il in a week 
of classroom work 

The second week is spent in the 
field, where the student is under the 
eve of a like the 
also has a successful selling 
background. Now the trainee learns 
the practic al applic ation of sales pro- 
motional ideas 


sales trainer who 


director 


pricing, presentations 
ind the various items in his line 
Regional sales training directors, as 
well as the sales trainers, make peri- 
odic evaluations of the new salesman 
for his future manager and the sales 


Thus 


strong 


training division 


a complete 


record of a man’s and weak 
points is est iblished 
At the end of the 2.week period, 


vice be gins making planne d calls 


RELAX—When Moving Company Personnel 


ATLAS WVAN-LIMES, unsc. General Offices: Evansville, Indiana 


single line and nationwide -+ 
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moving 


GIVE THE JOB TO 
ATLAS VAN-LINES 


Employee satisfaction and 
morale are important... your 
local Atlas Agent can relieve you 
and the employee of many 
worrying details. He’s willing to 
accept responsibility, he has the 
facilities; packing, storage and 
other necessary services. His 
service is economical .. . one 
move or many moves, you can 
always Relax with Confidence 


Reiax! Call Your Local Atias 
Agent...he's listed in the yellow 


pages of your local phone book. 


ih 


« storage 


alone. This is not the end of his train- 
ing, however Periodically, he _ is 
visited by the sales trainer for a work- 
ing checkup 

The branch managers and trainers 
are quick to drop men who obviously 
aren't going to make the grade. There 
is one evaluation —on the basis of 
capacity to learn, progress made, and 
general outlook—after a few days of 
training in the field. Another, closer 
evaluation is made after 30 days 

Brown & Bigelow sales executives 
are confident that the training pro- 
gram provides 
problems: 


inswers to a lot of 


@ One of the first benefits showing 
up as the sales training program began 
its orderly expansion was a decline in 
the turnover rate of salesmen 

freed of the 
responsibility of training new men 
had more time to spend with the 
“growth” salesmen 


The branch manager 


men with two or 
more years with the company and 
possessing an apparent high potential 
The manager also had more time to 
spend with the sales veterans—men 
who handled the spec ial accounts 
With the attention they 


were getting, such valuable salesmen 


increased 


knew thev were going some place 


. 7 
and were less inclined to look around 
for greener pastures. 


e Expansion of the sales training force 
offered a means of promotion for field 
salesmen who were beginning to show 
aptitude along that line, or who 
needed a test of their ability to handle 


men 


With this well-rounded, standard 
ized sales training, many men became 
readily available for promotion with- 


out having to go through retraining 


© For B&B, the program means a 
continuing supply of good salesmen 
and development of managerial ma- 
terial from the field forces. The com 
pany expects an expansion of its 
current oo of 1,026 salesmen by 
about 200 men this vear--without a 
bit of damage to any man already 
producing in the field 


e It wasn’t 
training 


before the sales 
began to 
flected in increased sales 

And that ex-car jockey in Qakland 
for instance, had outgrown his origi 


nal assignment in the area and had 


long 


program 


been moved to a more productive 
territory in northern California. He 
was getting more sales in the area 
than the company had expected . 


teen 


DISPLAY COACH PACKAGE 


This Product Caravan, consisting of two product liners and a 


small “hospitality” 


van, has served our purpose admirably 


During the past 18 months it has been on a nationwide tour, 
exposing Square D products to thousands of contractors, dis 
tributors, and industrial plants. All three units are in excel- 
lent condition and, with modifications, ready to do another 
outstanding product promotion job 


The two product liners are 33 feet long, carry self-contained 
generators for power, exhibit lighting and exterior lighting. 
Movabie wings on the sides of the coaches open hydraulically 
to expose exhibits and provide spectator ramps. The small 
coach is equipped to serve light refreshments. We've placed 
a very moderate price on these vehicles. They're a real buy for 


the right company. 


for details contact: 


T. R. OAKES, Treasurer, SQUARE D COMPANY 
6060 Rivard Street, Detroit 11, Michigan 


Sales Managemen? 


NEW GAME 
REMINDS 
SALESMEN 
TO SELL 
MORE, 
BETTER! 


sample only $ 49 
quantity prices 4 
request 

e Here’s an easy way to hammer 
home forgotten selling funda- 
mentals again and again. It’s the 
SalesDarter.* Every game a train- 
ing session. Your salesmen, distri- 
butors, dealers, customers will love 
it! Give as gifts, or sell co-op. Ideal 
for meetings, hospitality suites, 
playrooms. Size: 1734” x 173”. 
Printed 3 colors. Individually 
packed with 3 darts. Order sample 
today! 


*Trademark 


mail to Close and Patenaude 
1617 Pennsylvania Blvd., 
Philadelphia 3, Pa., LO 8-4224 
Please send sample SalesDarter, 
postpaid. I enclose check for $4.49 
Please send sample SalesDarter 
and bill me $4.49 plus postage 


iterature 


Name 


Title 


Company 


Street 


| 
| | 
| | 
| | 
| | 
| Please send descriptive | | 
| and quantity price list. | 
| 
| | 
| 
| 
| | 
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What’s Up at 7-Up? October. In alternate vears, five re- 


gional meetings are scheduled in that 
(continued from page 38 month. But, like the advertising, the 
job of training and developing is an 
3. Whatever Seven-Up and the De endless, everyday process 
velopers did to expand sales had to “We feel we do more training,” 
be “promotion for profit.” (“All of our Ben Wells points out, “than any other 
Developers,” says Wells, “are now soft drink producer 


we 
making money % In addition to frequent sales man 
P R : FE RR 7 D For the first eight years, sales rose agement conferences with the Devel 
rapidly as new territories were fran opers Seven-| p is eternally busy 
v chised. And since 1937, Seven-Up has training and retraining—and “rein 
seen to it that sales kept on growing forming’ —the Developers’ sales man 
In 23 vears Seven-Up has nearly agers and supervisors and, through 
trebled its share of this burgeoning them. the truck driver Sales Makers 
industry Under Sales Training Director Robert 
On C. L. Grigg’s death in 1940 his E. Britton, for example sales man 
b son H. C. Grigg became president agers’ schools are scheduled this veat 
y Among other things, the new regime for New York Citv. Portland. Ore 


took a new look at advertising. Until ind Kansas Citv, Mo and super 
PUBLIC SCHOOL 


then the Develope rs had placed their visors schools for Chicago Fort 
ADMINISTRATORS own advertising, from six catalogues Worth, Salt Lake Citv and New York 
i vear supplied by Seven-Up Though 

this svstem provided both national & More volume is fine. Se ven-Up 


Because continuity and concentration on spe was pleased to note that in the Con 


of its mature approach to all cific themes, it also gave—for better solidated Consumer Analvsis for 1959 
facets of public schools’ r worse—the impression that this conducted by new spapers in a score 
day-to-day needs drink was a local product made by of markets from the Atlantic Coast 
the 7-1 p De veloper At anv rate, by to Hawaii, its product stood first in 
Because 1943, H. C. Grigg decided that it preference in 11 markets. Coca-Cola 
vas time for The Seven-Up Co. to led in five, Pepsi-Cola in two, and 


q ssert its full personality on a i local brands prevailed in Milwaukee 
appraisal of the changing eat Tiel lt imeeelh 


educational scene 
: But the everlasting aim of Seven 
American School Board Journal deliv- | , ; 

the important readership of people | mpany has advertised Ups “total marketing” is growing 
ers e im r re ' 

; every vear since yroht to a the forces concerned in 
. > the bende eae profit i the f 
who make the buying decisions for * 3 ’ 

‘ | makes one product. But to it. The theme of one session at a 
public schools ... school board mem- | | 1: 
bers, superintendents, and school busi- | ,, ) 1.5 

cs ined 
ness officials. 

t is the most wanted publication in 
the field (44% greater ABC paid cir- 
culation than the next ABC book. . . 
plus an unequalled 89.3% renewal 


it provides a realistic 


ur 7-oz size have been 7-\ p sales managenent conterence is 

ded ind 28-oz. bottles. About The Sales Managers Role in Budg 

half of the Developers are now selling eting The bottles sales manager 

Seven-l p in cans introduced in Feb learns to budget both for “increase in 
1959. Virtually all of them are sales and for profit on sales.” He learns - 


more with cooler-vendor and to determine costs and quotas to 


i 
, 


mix outlets. And in this new dec reform or add routes as necessary, “to 


de, the entire organization glows provide more selling time for Sales 


Send For Information On ove! the opportunities being offered Makers, better service and more met 


. b vhat Seven-l P calls “the explo chandising 
Coverage And Readership e family and vouth markets.” And he learns to make the most 


The Developers and their men are of one product's reputation con 
a1 


prepared tor them. tinuall developed through better 


ear Seven-! p holds ind worse times ind through ever 


lies convention mn eason otf ever ear. b id ertising > 


PROMOTIONAL JEWELRY 
FOR SPECIAL EVENTS... 
New product promotions, anniversaries; 
awards for sales, safety, service 
Your nblem or trade-mark Ly 
ced ot ff-link tie cl key 
irette lighter belt 
ive, permanent, 


company. 


— an : ) B.. _ ' te a y rege rt 
AMERICAN o 1. ol aio 
JOURNAL. ; ewelru. Write 3 
Green Duck Company 
400 North Broadway 1520 W. Montana St., Chicago 14, Ill. 
cs . s Specialists in metal desig i p 190 
Milwaukee 1, Wisconsin ere wees sate tabi 


< 
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nanas 


r an editor c mina. 


without pliancy 


reacers ana 


Jitors and writers are 
ind petted into beina 
na trenas 


somethina 


ur hands and dex ide that 


ou can't possibly meet the price The 
U.S. photographic industry almost did 

i few years ago until Bell & 
Howell's pre sident, Charles H. Percy 
showed that even better equipment 
produc ed here for 
ss none t! 1 th imports The 


s been setting sales 


could sometim 
le ¥ 


t 
been too much loose talk 
labor costs " pricing us 
irket ind not enough 
what the truth is 


mparison of 45 main U.S ind 
industr r example showed 
undersell us in only 
Ir 16 of the in- 

rior productivity 
up for our higher 
mild unde rsell them 
remaining lines, producers 


uintries were ibout 


2. Fighting the Better-Crafted Import 
This is harder to fight than price 
The truth is that man 
ind abroad are criti 
production meth 

' 50 Common in 

W rid War Il Even 
give the closest atten 
rkm inship are suffer 
int ivorable gener il im 
prosperity and 


" markets’ have 


ra rf ownershi 


forget that peo] le 
a 


outine usefulnes 

the critici m of iv 
} 

merei 


up Is untai 


I few past ne 


How to Sell Against Imports 


continued from page 35 


dents. In this event, it’s clear that 
your promotion has to stress fine qual- 
ity tor 


roval road to undoing an unfavorable 


a while. There is no quick 


product image. But it can be done 
with steady hammering 

As an example Cutter Laboratories 
which was stricken by a national wave 


publicits when 


t 
some of its Salk vaccine caused pa 


ralvsis. has now fought back to the 


f extremely bad 


point where it is having one record 
sales vear after another. At last re port 
Cutter common stock was selling at 
more than double the price it had 
fallen to after the polio scare—but this 
has taken several vears of courageous 
persistence by a management that 


I 
wouldn't quit. Once 


uur own mind the fact that quality 


vou get clear in 


image is the core of your problem 
the rest is a matter of patient effort 
& On the other hand, mavbe vou 
produc t is vulnerable to the finer im 
ports because the factory really isn’t 
paying enough attention to little 
things If this is the case 


| 
ise kiddir 


there’s no 
ourself and denving that 

In fact, the import competitor 
be d ung yvoua favor in the long 


vy bringing this kind of deficienc' 


! is a concrete ex ample of how 
in work: Stainless steel tabl 
Vare trom 


uur domestic 


ibroad has been hitting 
industr 
Some of it, the ver 


pretty hard 
cheapest type 1S 
in a price class bv itself—and the onl 
h ype of keeping our products in the 
running lies in recent U.S. Govern 
nent action to limit the 
Japan St goods coming in But sore 


f the fore 


pecause it 1s extreme! fine 


imount of 


ign flatware is 


going over 


rivaling 


Subscriber Service 


yearly, 


Subscribers buy more than one million pages of reprints 
through Sales Management's 
Bureau. In addition, RS stands ready to help you research 
bock issues of SM on any classification of subject matter we 
hove published. Write: Sales Management, Readers’ Service 
Bureau, 630 Third Ave., New York 17, N.Y. 


Readers’ Service 
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silver plate in its simple beauty 

The sales director of a U.S. com- 
pany that has been a long-time leader 
in the manufacture of flatware visited 
department stores all over the East to 
learn why his goods weren't moving 
One buver after another told him a 
story like this: “We'd rather buy vours 
if we could because supplies of these 
foreign ones are slow in coming and 
the sets are often incomplete But you 
people aren't as careful as you used 
to be. You're sitting back and trading 
on your reputation of 20 vears ago 
The- sear lines between knife han- 
dies and blades are rough. The fork 
tynes are irregular. If vou'd just come 
close to the workmanship of these 
Europeans, you'd get my business.” 

Back home, the 
made a frank report 
at first 
wants to put the blame on produc 


marketing man 
It was oppose d 
“Sure, the sales department 


tion,” was the early reaction. But after 
getting letters from a dozen buvers 
and showing them as evidence, the 
opposition was weakened and a plant 
wide quality study is now under way 

The sales end of vour business can’t 
change quality bv itself, but it can 
report the facts forcefully and re 
peatedly to top management until 
something is done about it. This isn’t 
it's an obligation tor 


should — be 


counted on as the company’s No. ] 


just vour right 
the sales department 
intelligence service keeping the or 
ganization posted on outside condi 


tons 


3. Fighting the “New Feature” Import 

This is a matter of evaluating the 
new features and using vour greater 
knowledge of the U.S. market to ck 
cide: Is this something really better 
something that’s here to stav—or just 
1 passing fad? 

If you jump to adopt a new gadget 
from abroad just because a few of 
vour customers have been attracted t 
its newness, vou mav look foolish a 
It's better to wait it 
out and suffer for a little while 

But don't close vour mind to the 


vear from now 


possibility of a toreign company s hav 
ing something that people really want 
That was the mistake the auto indus 
try made until small cars had gained 
a firm foothold here. If Detroit had 
switched to compact designs while 
foreign makers were still regarded 
with suspicion in the U.S., it would 
not now have such solidly entrenched 
competitors to fight 

Here again, of course, the market 
ing man can only recommend what 
his company should make. Until his 
words are heard, he has to go on sell 
ing what is being produced today 
That goes back to something touched 
on above: Find the superior and dif 


ferent things your product offers and 
sell those. Sure, the foreign item may 
have new features, but does it have 
all the old features that your custom- 
ers are used to? 


4. Fighting the “Glamour” Import 


Despite all the fuss that has been 
made about the “snob appeal” of im- 
ported goods, it’s really the least of 
your worries. “In the long run, the 
number of sales you gain or lose be- 
cause a product has the glamour of 
just being different can be made up 
out of the petty cash box,” says a 
prominent business psychologist, ex- 
aggerating somewhat to make his 
point 

This is not to be confused with the 
genuine and long-lasting quality im- 
age that some products have been 
able to create. But that is entirely dif 
ferent from the problem we're talking 
about here. Struggling against the 
magic of brand names like Rolls 
Rovce product names like cashmere 
ind even place names like Bordeaux 
or Burgundy, is not strictly a problem 
of import competition The same kind 
of reputation attaches to a car named 
“Cadillac,” a razor called “Gillette,” 
and anv beer made in Milwaukee 
Those are deeply ingrained phenom 
ena—as hardy as they are slow to 
create 

By contrast, the foreign snob 
appeal that is suppose d to be so shat 
tering to U.S. goods can disappear as 
fast as it comes. But even while it 
lasts, it mav not be all bad for vour 
business. Once in a while, a fad like 
this can pep up a whole industry 
Italian shoes, for example, frightened 
U.S. manufacturers to death for a 
while when they began to catch on 
here. “Thev're not better in anv wav”: 
said one grumbling U.S. shoe execu 
tive, “but peopl are buying them 
even when they don’t need shoes just 
because they're something different 
Great for the retailers, but murder for 
us.” Within a vear, however, this 
same man admitted that the new in 
terest which people were taking in 
shoes—plus his own company’s adop- 
tion of a few Italian stvle ideas—were 
making his sales better than ever 

Import competition is a potential 
problem to almost every U.S company 
that makes tangible products, no 
doubt about it. To many of our lines. 
it’s already a real and immediate 
problem. But it is not the terrifying 
menace that has been pictured. Just 
like any other competition, it can be 
met by honest values and aggressive 
marketing. And there are times when 
it can even be turned into an advan- 
tage—creating more interest and more 
business for evervbody in the indus- 
try. @ 
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AT YOUR SERVICE 


A classified list of professional firms which serve sales and marketing executives 


Research Agencies Public Relations 


SHOULD YOU DIVERSIFY Sete, Mili 
OR CONCENTRATE PUBLIC RELATIONS 
ON PRESENT PRODUCTS? Negro Market Counsel and Programming 


2631 Seventh Avenue 


NEW YORK 39, NEW YORK 
You get definitive answers to questions like this from 


FORBES RESEARCH 
AND CONSULTING SERVICES 


¢ industrial « Consumer » Shareowner 
For further information and brochure write Other Services 
FORBES MARKETING RESEARCH INC. . 
A subsidiory of Forbes lnc If EDGAR STEINER & CO., INC. 

0 Fifth Avenue * New York 11, N.Y. © ORegon 5-7500 45 Rockefeller Plaza, 


New York 20, N. Y. 


MARKET STATISTICS, INC. Forty-four-year-old group of re- 


search engineers specializing in 
CONSULTANTS TO the study of all items and mate- 
rials used by clients as adjuncts 
SALES MANAGEMENT. to manufacturing and selling in 
order to reduce cost, create 
functional improvement, develop 
analysis, sales forecasting, set- new or alternate items to meet 
similar requirements of use. 


Specialists in regional economy 


ting sales quotas. 


630 THIRD AVE., 
NEW YORK 17, N. Y. 


EVER READY LABEL 


“AIM”, America’s most widely used CORPORATION 


omnibus research service announces its 


10th National Study. Deadline for . 
sarticipation duly 12, 1968. 357 Cortlandt St. © Belleville 9, N.). 
Creative Market Research 
by R. H. Bruskin Associetes Ever Ready for EVERY type of 
CHorter 91800 Whiltehall 4.7023 Label — Red-E-Stik® pressure- 


sensitive, caution, shipping, 
Sales & Exec. Training spot carbon, pin-feed “Auto- 


matabels”, foil, Metal-Cal, 

The Alexander Hamilton Institute, famed : : 
for its executive-training Course, offers a and hundreds of other kinds! 
free copy of its 48-page descriptive booklet 
(“F d 1 in Business”) . . 
iy -- My ‘who wish 0 Leaders in the Label Business 

learn the basics of all departments for almost 50 years. 
of business. No obligation, of 
course. Dept. #234, Alexander 
Hamilton Institute, 71 W. 23rd In New York City, Call Plaza 1-3040 


Street, New York 10, N. Y. Out of New York, Call Plymouth 9-5500 


CREATIVE SALES TRAINING 

meetings * brochures 

manuals * films + bulletins 

increase visuai sales presentations y Copywriting Studio 

his middie management training Confidential Work 
EFFECTIVE SALES MANAGE- 

MENT SERVICES: forecasting ee a ae 

sales potentials + territory layout io your payeell 4 

distribution cost analysis ¢ ’ top creative anny od e 

PORTER HENRY & CO., INC pre-agreed token fee. 

342 Madison Ave., New York MU 3-14 Persuasive Communication 
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When Meetings Are Over 
They’ll Never Want to Leave the 


The famous and luxurious Boca Raton Hotel and Club is the convention 
manager’s dream . . . for it combines excellent accommodations for groups 
up to 700 and is so complete in every detail that nobody wants to leave 
the premises. 

MEETING ROOMS of every size, exhibit facilities, theatre with huge stage 
and screen, public-address equipment, projectors, air conditioning, expert 
convention staff ... all you need to assure top efficiency and comfort 
while conducting your staff or business meetings. 

CHAMPIONSHIP GOLF. Slammin’ Sam Snead is your winter Rost pro at our 
beautiful 18 hole golf course. A 9 hole pitch 'n putt course is a big favorite 
too, along with our four new tennis courts, two olympic swimming pools, 
Cabana Club and a mile-iong private beach. Gulf Stream fishing is but 
minutes away. 

SUPREME CUISINE in our beautifully appointed dining rooms, with dancing 
and entertainment nightly pampers your members . . . makes off-premises 
attractions unattractive by comparison. Limousine pick-up service from 
Palm Beach, Ft. Lauderdale and Miami airports is easily arranged. 


For available dates: |. N. Parrish, Convention Manoger, Dept. 21 
BOCA RATON HOTEL and CLUB © Boca Raton, Florida 
Arvida Hotels, Inc 
National Representative: ROBERT F. WARNER, Inc. 


Offices in New York, Chicago, Washington, Boston, Toronto 


Determine Your Sales Potentials 


Scientifically proven forecasting methods will indicate your actual 
sales 6 months to | year ahead. Currently used by many of the 
country's leading corporations. Allow us to send you, without 
obligation, our brochure on Sales Forecasting. 


J. CARVEL LANCE, Inc. 


Subsidiary of Industrial Commodity Corporation — 27th Year 


122 East 42nd St. * OXford 7-1262 * New York 17, New York 
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EXECUTIVE SHIFTS 


IN THE SALES WORLD 
| nem oe eR NRA MRE 


Cutler-Hammer, Inc. Milwaukee 
Richard Coughlan appointed | sales 
manager of Cutler-Hammer Interna 
tional, C.A. He joined the sales staff 
in 1951 


Dayco Corp., Dayton, Ohio—B. Parker 
Middleton promoted to sales manager 
of Dayton Davflex Plastics division 
He has been assistant sales manager 


since 1955 


Electric Storage Battery Co., Cleve 
land — Harry N. Roberts appointed 
marketing vice president of the auto 


motive division 


The Fafnir Bearing Co., New Britain 
Conn.—Stanley G. Fisher named gen 
eral sales manager. For the last 14 
vears he was with Landers, Frary & 
Clark, most recently as vice president 


and gene! il sales man iver 


Foote Mineral Co., Philacke Iphia—Wil 
liam M. Raynor, purchasing director 


named veneer il sales manager 


Greer Hydraulics, Inc., Los Angeles 
Donald K. Marsh appointed general 
sales manager. Leonard H. Seeman 
appointed sales manager of Greer’s 
Products division, with he idquarters 
it the new eastern offices in West 


burv, N.Y 


Hughes Aircraft Co., Culver Cit 

Cal.—lohn H. Richardson appointed 
marketing vice president He has been 
with the company for 12 years 


A. G. Spalding & Bros., Ine., Chico 
pee, Mass.—Edward G. Dowling, for 
merly m irketing director, named vice 
president of Spalding Sales ¢ orp 
Stromberg-Carlson Division of Gen- 
eral Dynamics, Rochester, N. Y.—Ed 
ward P. Sykes, Jr., appoint d market 
ing director of the Commercial Prod 
ucts division. He had been with 


McKinsev & Co 


Whirlpool Corp., St. Joseph, Mich 

Harper R. Dowell, former distribution 
manager promoted to general man 
ager of distribution and sales. Thomas 
F. Bartley, former field sales manager 


promoted to general sales manager 


Advertising Checking Bureau . ‘ McGraw-Hill Publishin Compan 

Agency: Harris & Wilson Inc A D V E R T | S E R S N D E x Agency: Fuller & Smith & 4 fl 
Air Express Division of Railway Express .. 00n soenataddetiedsseteidl Milwaukee Journal ... 

Agency: Adams & Keyes, Inc Agency: Klau-Van Pietersom- Dunia 
American Machinist ee This index is provided as an additional service Minneapolis Stor & Tribune : 
Agency: Yan Brunt & Company The publisher does not assume any liability for Agency: Batten, Barton, Durstine 
American School Board Journal . . errors or omissions & Osborn, Inc 


Agency: Bernard J. Hahn & Associates Modern Plastics 
American Telephone & Telegraph Co. Agency: Fred Wittner Adverti sing 
(Business Equipment Soles) Moline Dispotch .... 
Agency: N. W. Ayer & Son Agency: Clem T Hanson Compan y 
American Telephone & Telegraph Co. 
(National Yellow Pages) 
Agency: Cunningham & Walsh Inc . 
Atian Van Lines .. : 
Agency: Garfield-Linn Company ADVERTISING SALES Nascon Special 
Eaton Paper ‘ 
VICE PRESIDENT, SALES Agency: Jules L. Kiein Advert sing 
New Equipment Digest . 
Randy Brown Agency: Beaumont Heller & Sper 
Newsweek 
Bett r Homes & Gardens : : DIRECTOR OF SALES Agency: Fletcher Richards. Calkins 
Ag incy: J. Walter Thompson Comper y & Holden inc 
Bill brothers Publications , gosates PROMOTION 


New Yorker 
Boca Raton Hotel & Club Philip L. Patterson Agency: Anderson & Ca.- 
ym y: Fletcher Richards, Calkins New York News 


a. wg ‘Sreuheae arin ADMINISTRATIVE ASSISTANT Agency: L. E. McGivena & Company 
Edward S. Hoffman 


Asst. to Vice President, Sales 
Perrygraf Corp. . 


Cecelia Santoro Agency: Richard N. Meltzer 
Catholic Management Journal Advertising, Inc 


Agency: Burnard J. Hahr ADV. SERVICE MANAGER Philadelphia Bulletin a 
Coapper-Harman-Siocum, Inc. Agency: N. W. Ayer & Son, in 
Agency: Bert S. Gittins Advertising. In Madeleine Singleton Philadelphia Inquirer 
Chicogo Sun-Times Agency: Al Pau! Lefton Company, In 
Agency: The Buchen Company PRODUCTION MANAGER Porter Henry & Company, inc. 
Chicago Tribune - Premium Service Company, Inc. 
Agency: Foote, Cone & Beiding Virginio New Agency: S. E. Zubrow Company 
Chilton Publications 
Agency: Gray & Rogers 
Clese & Patenaude 
Container Corporation of Ameriee 
Agency: N. W. Ayer & Son. | RCA ney Records . 
Contests Unlimited Agency: Grey Advertisi ng Agency 
DIVISION SALES Rockford Newspapers ..... 
Allan Goodman Advertising MANAGERS Agency: Cummings, Brand & 
Crosley Broadcasting Corp. MacPherson Advertising 
Agency: The Ralph H. Jones Company New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague 
Robert B. Hicks, Dan Callanan, lintistiinier Miiiaibciniae 
v s . . 
F. C. Kendall, Ormond Black, Aaa: Galtan, Warten. Basetins 
Denver Chicago Trucking Company 69 630 Third Ave., New York 17, & Osborn, Inc 


Agen Gelen E. Brovyies Co. In Squere D Compony ... 
Pe sw olny Compony | Ird Cover N. Ve YUkon 6-4800. Agency: Reincke Meyer ry Finn 
sien 


Agen Anderson Stein Bros ©. (Stebco) 
— a Chicago ~C. E. Lovejoy, 4Jr., Agency Srendeid’ & Staff Advertising 


Western General Manager; Sweet's Catalog Service 


Agency: Muller, Jordan & He rick 
W. J. Carmichael, Western Ad- Syracuse Newspopers 


vertisin Director; John W. Agency: Doug Johnson & Associates 
E. |. duPont de Nemours & Co. (Freon) 44 9 . 
Agency: Batten, Barton, Durstine Pearce, Western Sales Manager; 
born. In 


ae ay a a Thomas S. Turner, Robert T. 
man Kodo c ici a ; 
—— i, tng wend ete | ve e Coughlin, 333 N. Michigan TV-Guide 


tnery Au trelet Corp 1% |) Ave, Chicago 1, Ill, STate | — ,Ageacy, Siar & Rogers Advertsing 

gency athes oe 

Ever Ready Lobel C 103 2-1266; Office Mgr., Margaret 
he 


Agency Capies Company Schuite. 
Executive House 25 


Agency: Omen & Greaner, te Pacific Coast—Warwick S. Car- U. S. News & World Report 
penter, 15 East de ia Guerra, Agency: MacManus, John & Adams 
Santa Barbara, Calif., WOod- 
land 2-3612, Pacific Coast Man- 


Fomily Week! 14-15 , ; nic WBTV (Chorlotte, N.C.) . 
peo : Tobie O'all & Oe e oger: Northern Califor ’ haeen: Gaull Advadiidinn ich 
Form Journal 2nd Cover Washington and Oregon, M. A. WHO-TV . 


Agency: Lewis & Gilman, In imball Co. 2550 Beverly Agency Doe Ander son Advertising 
Forgo Forum Kimb . Agency, Inc 


Agency: Gardner & Stein Boulevard, Los Angeles 57, Cal., Western Union 


Forbes Marketing Research DUnkirk 8-6178; or 681 Market Agency: Benton & Bowles, In 
r rchno t : Worcester Telegram-Garette . 
cabs pesopeyalenae St., San Francisco 5, Cal. he " 


er & Smith & Ross, Ir Exbrook 2-3365. 


Agency: C. Jerry Spaulding, Ir 


Grose wag Compeny F BRANCH SALES MANAGER —3 
gen em ar Sler n 
Giccunainnen Gamal men wanted to head branch or 
gency: Henry J. Kaufman & Associates idaho State Department of Commerce zations respectively in Gadsden 
Grit Publishing Company & Development ‘ - §2 niston and Decatur, Alabama for 
A ' Ro Advertisir ising A 
gency: Gray & Rogers Adve 9 Mes ye sing gen y 7 Muzak background music company 
Agency: Feeley Advertising Agen y Starting salary—$125 week, plu 
expense and commission-bonus 
all leading to salary plus share of 
Menanter Homilton yor ‘ profits and company vice president 
ne , . ico “a " - am 
c qt) ae temy J. Carvel Lange Can earn $15,000-$20,000 year in 
Agency: Reast & Connolly, In “Agency Fred Gardner Campany Inc : two years Retirement benefit pro 
Hearst Magazine ; Life Magazine ... : ; - gram. Must have 
Agency: Lynn Baker, In Agency: Young & Rubic. am, Inc back —— 9 r 7 - —_ 
ackground, age 26-45. Send resume 
Hertz System, inc. , ; Look Magazine .... canoes ‘ . . 
Agency: Needham, Louis & Brorby, Inx Agency: McCann-Er ckson, Inc or apply for preliminary interview 
Hospitals, Journal of American Los Angeles Times .... ‘ cadens Mrs. Bland, WKUL, Cullman, Ala. 
Hospital Association .. 90 Agency: Batten, Barton, Durstine 
Agency: Bernard J. Hahn Assoc lates & Osborn, In 
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The Militant Housewife 

Down in Washington, M« 
Call’s has just finished holding 
its Congress on Better Living, 
where women homemakers from 
all over the country sat for five 
hours of round-table discussions 
on the home, its structure and 
equipment. And if the housing 
balloon is going to get off the 
ground next vear, builders had 
better take heed. Herewith some 


of the points made by the ladies 


© Twenty vears is the maxi 


mum time needed to pay off a 
, 
mortgage no ionger terms 
pl aS 
® An indiy illy designed 
exterior s wortl an extra 


>1,000 The ladies are sick of 
look-alike housi: 


© In their next houses, the 
Vials want an old-fashioned 

ulk-ir ant ind the tele 
vision set will be “anywhere 
but in tl y room.” 

e SI pping centers and 
churches need not be local. “We 

i ivel to them.” 


Not for Cheap Skates 


Someone has been cerebrat 
it General Mills In its 
rvau Sweepstakes , the con 
estal 1s asked tO em lose ho 
box-top from the nine cereals 
lved—Cheerios Wheaties 

Tri Pick-a-Pack, Corn Kix 
Frostyo’s, Jets, Hi-Pro, Cocoa 


Puffs. There are no jingles to 
omplete no statement in 25 
rds or less on why “I like 
( heerios 
The cerebrating: No rules are 
ven in the advertisement. You 


ive to read them on the sides 
#f the cartons in the store. In 
wder to be eligible for four 
spa ed lrawings on each of the 
nine items, you must know the 

o. box number—different in 
I iS€ Naturally, you iren t 
going to be cheap and cop’ 
them off in the store. No, vou’ll 
bu the cereal, and that’s just 
vhat someone at General Foods 


h id I! mind! 
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CALL REPORT 


17, 


Schaefer Sponsors Beisbol 


Hundreds of Yankees now 
own a tiny scrap of The Old 
Sod (translation: Ireland) thanks 
to The F.&M. Schaefer Brew- 
ing Co. Last St. Patrick’s Day, 
the Brooklyn brewer delivered 
handsomely done-up land 
grants, entitling recipients to 
handkerchief-size pieces of Eire 
The value is non-existent, 
weighed in dollars. But to Irish- 
Americans those small grants 
are sweeter than gold. Last vear 
Schaefer sponsored baseball 
games between the Circuito de 
Beisbol Aficionado de Puerto 
Rico the Amateur Baseball 
League of Puerto Rico) and La 
Federacion Atletica Lingas His- 
panis de Nueva York (the Span- 
ish-Speaking Athletic Federa- 
tion of New York). The company 
flew the Puerto Rican players 
to New York for the games 
printed and distributed tickets, 
rented the field, arranged for 
lights. A long-time -baseball fan, 
Rudy Schaefer, the company’s 
prexy, threw out the first ball 
Schaefer once sponsored the 
Dodgers on TV.) Both promo 
tions were the brain-children of 
the Schaefer Public Relations 
Division which makes a spe- 
cialtv of catering to the interests 
of New York’s many ethnic 
groups 

The P.R. Division arranges 
for college jazz competitions 
which cut across practically 
all ethnic lines), sponsors the 
Paderewski Piano Scholarship 
awarded by the Kosciuszko 
Foundation under a grant frorn 
Schaefer) for young men and 
women of Polish extraction 
When the winner of the Miss 
Nigeria contest came to Ameri- 
ca, Schaefer sponsored a cock- 
tail party in her honor. When 
German Festival time rolls 
round, the company oom-pah- 
pahs right along with the cele- 
brants 

Because of all this, there's 
hardly a New York ethnic group 
that can’t spell Schaefer. You'd 
be surprised how many accents 
walk into the delicatessen and 
ask for a certain beer 
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Network Department 


CBS sent us a release to the 
effect that The Mrs. America 
National Finals will be broad- 
cast as a News Special Event 
What interested us most was 
that five of the seven judges for 
the contest are Misses 

NBC also sent us a release 
And buried down in paragraph 
two was a title that fascinated 
us: The network has a “Senior 
Executive Vice President.” 


Good News 


You won't have to pay excise 
tax on Sen-Sen anymore! And 
you can thank Lester H. Smiley, 
sales manager of the American 
Chicle Co., Sen-Sen’s maker 
Good old Sen-Sen—the breath- 
purifier Grandad relied on after 
he'd had a nip or two. For years 
Sen-Sen was classified by the 
Government as an “aromatic 
cachou” and the mean old tax 
men said that made it, like per- 
fume, subject to excise tax. Mr 
Smiley railed against the unfair 
competitive advantage this tax 
gave other breath purifiers not 
sold in pellet form. He got to 
work, 13 vears ago, little realiz- 
ing the job he had cut out for 
himself. Eight times the House 
passed a bill that would have 
removed the shackles from Sen- 
Sen. And eight times the bill 
was shelved in the Senate. But 
the ninth try, says Smiley, 


. heaving an aromatic breath of 


relief, was successful. 
So eat up your Sen-Sen, boys; 
it’s tax-free! 


SeerecirTe 


Now, from The Dobeckmun Division— 


unconverted TRY CITE—for marketers and 


manufacturers who do their own packaging! 


=e 


Available now through Dobeckmun, Trycite, a polystyrene film, product of Dow packaging films research, is now yours to 
use in unconverted form ...together with whatever technica! assistance you may need...plus expert packaging counsel 
from the acknowledged leader in the field. Keenly priced to be competitive, Trycite possesses unexcelled sparkling 


transparency. Trycite will not become brittle with age, neither will it crack or deteriorate. Trycite does not absorb 
moisture, thereby eliminating distortion. Trycite’s economy, excellent ageing, and dimensional stability make it especially 


suitable for the overwrapping of games, toys, novelties, and paper products of all kinds. If you do your own packaging, 
investigate Trycite —cal! the source that delivers the service as well as the goods. 


THE DOBECKMUN COMPANY <Q 


A Division of The Dow Chemical Company, Cleveland 1, Ohio + Berkeley 10, California - Offices in most principal cities. 


*T mM. The Dow Chemical Company 


bad « l'o a seller of hair dye, the pulling The larger measure of these 

power of an advertising medium is ingredients in the Chicago Tribune 

| edias equal tothe amount of hair dye sold iccounts for the greater results 
To n produced for advertisers 


eal ner | iin power is 


nfluenced by sev | inter-related The Chicago Tribune, with a cir- 


ny factors tion | times that of any other 
aw The law or sla looks li hi ‘hicago newspaper, out-pulls the 

ae 2 | i} at le: ‘ l and 
nucn a 5 tol 


Pulling Pow ‘ 

More Chicago families read the 

. as Tribune than the top five weekl 

irculation Volume 

magazines combined: more than s 
as many Chicagoans turn its 

pages as turn on the average eve 

ning I V show ’ 

= Chicago Tribune 


Re ider Cont de nce 


